Three Dollars a Year 
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A profitable line of “shelf hardware” 
instead of a mess of trouble. 


Larger Unit Sales 


You sell by the box to carpenters, con- 
tractors, painters, wood working shops 
and other quantity buyers, a box of each 
grit they use. They are glad to get it 
this way, as it enables them to keep their 
sandpaper clean and flat in these solid, 
plainly-labeled boxes. 


No More Spoilage Losses 


Boxes protect the sandpaper. Keep it clean and fiat. 
You stock them on open shelves, where the customers 
can seé them. A “show-it-and-sell-it” proposition. 


Counter Display Case 


For general pick-up trade, place one 
of our beautiful lithographed display cases 
on your counter where all your cus- 
tomers will see it. Small users are pretty 
sure to pick out two or three times as 
many sheets from this case as they would 
think to ask for, if the stuff were hidden away 
Both the UNIT BOX and the COUNTER DISPLAY 
RACK—were originated by us, and have since ; 
been copied by competitors. Substantial Covered Boxes 


How to Order That protect the goods they display. 


Specify on next order to your jobber: - Ay of sae a Ph sant 
One “Ruff-Stuff’ Counter Display Case with dis- —— ae 
play assortment of 8 aes oF rH totaling 480 SHEETS TO THE BOX 
. bedi of Ruff No, 00—100 No. 1%4—50 
Stuff flint paper as oa ce oan Cincins 
follows: (Give a een 
bd , No. 1— 75 ~No. 3° —25 
number of boxes 
desired of each Ten boxes comprise a case. 
grit. See table in 
next column.) Or- Accept No Substitutes 
General Office——32 So. Clinton St., Chicago der enough extra , 
BRANCHES box goods to refill <ut-Seul” corte an Seah wala, co 
New York—B. S. Alder Co., 45 Warren St- your display case, well have the best flint paper—it costs 
Los Angeles—Sprake Sales Co., American Bank Bldg. from time to time. no more. 
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THE CREAM SOUP SPOON is the 
new profit item that is ringing the bell... 
and ringing cash registers the country over. 


The deep, double-handled soup cup has met with so 
great acceptance everywhere that it quickly started 
a lively demand for a soup spoon to escort it prop- 
erly—and 1847 ROGERS BROS. pioneered. Devel- 
oped the cream soup spoon, one of the fastest 
sellers in silverplate today. 
Fashion rang in the new! On the pages of the leading 
women’s magazines, home decoration articles, 


wherever the subject of table-setting was discussed, 





the cream soup spoon appeared in the spotlight. 


And one of its best sales points is its versatility. It can 
be used for the breakfast cereal, for puddings with 


sauce, and all such dishes, as well as with the soup. 


The demand is in the minds of your trade. Are the 
cream soup spoons in your stock? We'll be delighted 


to place them there! 


Write today for your copy of booklet JH. Address 
Department E, International Silver Company, Meri- 
den, Connecticut. Salesrooms: New York, Chicago, 
San Francisco. Canada: International Silver 


Company of Canada, Limited, Hamilton, Ontario. 


1847 ROGERS BROS. 
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HARDWARE AGE, published weekly br the JRON AGE PUBL ING CO., 
class matter May 22 1913, at the Post Office at New York, u e 
25 


h. 





239 West 59th Street. New York. N. Y.. U A. Entered as second 


Act of March 3. 1879. (Printed in U. S. A.) $3. 00° per year. Single copies 
Yol. 123, No. 


26. 
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VAUGHAN 





Supersteel Axes 


The central focation 
of the Vaughan fac- 
tory insures favor- 
able freight rates. 





History Proves 
Superiority 


Vaughan _  Supersteel 
Axes of selected second 
growth hickory have al- 
ways been—tools of 
quality—in the fore- 
ground of American 
History and _ develop- 
ment. They as well as 
other Vaughan and 
Bushnell tools are em- 
blems of achievement in 
the tool maker’s art. 


Vaughan Quality Always 
Pays 


VAUGHAN & BUSHNELL 


“6 bl d 
Government House 
St. Louis 
1776 





MANUFACTURING COMPANY 


‘a axes of Fem 


Zeal s 


2114, Carrell Ave.. Chicago, IuUcwsa. 





Alloy tool steel 
and equipped 
with second han- 
dles. 
























This attractive 
Yous Axe 


n 
hickory axe 
handies per- 
maneay dis- 
poses our 
axe display 
problem. 

Ask us how 
you can get 
one. 
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Up with | 
the Profits : 


Lk NST SABRI aa? 


T doesn’t take any more time to sell 
Osborn Brushes and make the bigger 
profits. And every sale means a pleased 
customer, for each Osborn Brush is a 
fine tool—correctly designed of the right 
materials to meet the needs of the job. 


z 
% 
4 
£ 


Scratch brushes—paint and varnish 
brushés—floor brushes—push brooms 
—they are all made to specifications 
developed by Osborn. Get your share 
of a profit-making business. Sell the 
dependable line of Osborn Brushes. 


“ ~e eX, 
AD DOe 


Seis 


Siagentedats oS ci ttt 
oer. 
rt 


JHE OS80RN MANUFALTURING LOMPANY 


(NCORPORATEO 


5401 HAMILTON AVENUE + CLEVELAND, OHIO 
Branch Offices: New York + Detroit - Chicago + San Francisco « Los Angeles 
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HARDWARE 
MANUFACTURE 


is needed in 





Ff 


KANSAS CITY 
HH 


NY 


ARDWARE is an important a in the purchases 
of the 21 million people of the Kansas City area . 

yet, with steel and other metals locally available and man- 
ufacturing advantages ynsurpassed i in any market, Kansas 
City sends away for ‘practically all of its hardware needs! 





In cutlery and togls alone Kansas City wholesalers dis- 
tribute a volume/annually upward of 3/4 million dollars 
in value. Progtiction of these items in Kansas City totals 
less than a quarter of a million dollars. 


Builders’ bdrdware and hardware specialties aggregate a 
large vojame of sales . . . yet a comparatively small vol- 
ume isfproduced. 







Hardware can be produced and distributed economically 
in AKansas City, from which 15 million people can be 
réached at lesser transportation cost than from any other 
/metropolis. The raw materials are here, the labor is here, 
the fuel, power and other manufacturing necessities are 
plenteously available. 

To the iriterested manufacturer of hard- 
ware will be sent, without obligation, not 
only a copy of “The Book of Kansas City 
Opportunities,” but an individual survey, 
as well. Use the coupon today. 


k ‘ AS ¢ { I M I am interested in this industry: 


MISSOURI 


NEAREST BY AIR TO EVERYWHERE 


Economical transportation is im- 
portant. You can reach 15 million people 
at lower freight cost from Kansas City 
than from any other metropolis. 















and I attach the coupon to my letterhead as as- 
surance of my interest, without obligation, of 
course. 






Name 





Address 





(12629) 
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I t pays to be safe, 


ring they know and can trust. This is 


THE instinct to guard against future dis- 
asters by investing a relatively small 
amount for protection is the fundamen- 
tal basis and principle of insurance. 

«| Home canners who spend millions of 
dollars each year in preserving the 
products of the orchard and garden 
have learned that it pays to invest an 
extra penny or two per dozen of jar 


v 


rubbers by insisting on Good Luck, the 





their insurance policy. This widespread 
preference makes up the consumer de- 
mand which has established the Good 
Luck rubber as the largest selling brand 
on the market and the most profitable 
ring any jobber and dealer can handle. 
{The great army of home canners pre- 
fers to be safe because a large number 


of them have been sorry too often. 











" preted? THE BOSTON WOVEN HOSE AND RUBBER CO. 


CAMBRIDGE, MASSACHUSETTS U.S.A. 
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TABLE TOPS * CABINET 
TOPS = RANGE TRIM 
REFRIGERATOR TRIM 
WASHING MACHINES 
HARDWARE 


At right: Monel Metal color advertisement 
from April 27th issue of The Saturday 
Evening Post and June Good Housekeeping. 
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Nationa, ApvertTisiING SELLING 




















WASHING. 
MACHINES 








HARDWARE 
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RANGES 
AND HOODS 
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MONET 
«4 METAL NTHE INTERNATIONAL NICKEL COMPANY, INC., 67 WALL STREET, NEW YORK, 


ONEL METAL advertising in 

two great magazines is aimed 

at your customers. It is designed to 

introduce Monel Metal to the many 

homes in your locality that are logi- 

cal buyers of Monel Metal house- 
hold equipment. 

That this advertising is develop- 
ing the right kind of buyer-interest is 
proved by the thousands of inquiries 
received by us. 


WRITE FOR BOOKLET—“MONEL METAL ENTERS THE HOME” 





nee 


Mone! Metal is a technically controlled Nickel-Copper alloy ofzhigh Nickel content. It is mined, smelted, refined, rolled 
and marketed solely by The International Nickel Company,‘Inc.. The name ‘‘M ijMetal’’ is a i 





Are you “Cashing In” on Monel Metal Cooperation? 


By displaying Monel Metal equip- 
ment— by telling the manufacturers 
from whom you buy that you want to 
sell Monel Metal—you can “cash in” 
on Monel Metal national advertising. 
By selling Monel Metal equipment 
you will build good will because you 
will be selling products that will give 
complete satisfaction—long life, per- 
manent good looks, cleanability—for 
many years to come. 


d trade mark. 
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When foundations settle and timbers warp, when 
track sags or drops out of line, when ice, sleet and snow 
prevail, what good is a door if it can’t be opened and 
closed? 


Hermetically sealed doors by weather or other con- 
ditions are out of date. Doors of today are used every 
day. And every day Myers New-Way Giant Door 
Hangers and Myers New-Way Tubular Girder Steel 
Track become more popular because they afford every 
day door service for most any type of building. 


















Barns, yes—garages, yes—sheds, yes—storages of 
every description, yes. In fact, any building requiring 
sliding doors is the right building for Myers New-Way 
Giant Door Hanger and Myers New-Way Giant 
Tubular Girder Steel Track. 


They do what your customers require of them. Tandem ma- 
chine turned steel trolleys, steel roller bearings, steel axles, flexi- 
ble engine truck, patented flexible joints, lateral and vertical 
adjustable features, weather and time resisting specially formed 
heavy tubular girder steel track—no other hangers or track are 
like the Myers—no other hangers or track surpass them for 
durability and serviceability. More truly than ever before 
they are master creations. More truly than ever before they 
represent those qualities so essential to satisfactory sales and ; 


ADJUSTABLE 













» BIRD-DUST AND 
, VERMIN PROOF 
WITH OR 
WITHOUT 











i i 



















COVE R service. : 
Write or wire. 
MYERS NEW-WAY GIANT ; 
BULAR GIRDER TRACK i 
3 
f 
ADJUSTABLE 
MOVES DOOR 
TO OR FROM 
BUILDING. 
| USTABLE : 
RIS RAISED “ 
coweneD |) TEFL EIMYERS & BROS | 










ASHLAND, OHIO. 


Manufacturers for over Fifty Yours of MYERS HONOR-BILT PUMPS for Every Purpose. 
WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS ~- BARN, FACTORY and 
GARAGE DOOR HANGERS: STORE LADDERS. Etc. 














fee ee 
PUMPS -WATER SYSTEMS - VERS oon 
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“For Heaven’s Sake 


‘time, believe me, I bought 








Pat. Jan. 3, 1928 


Untangle These 
Lock Washers.” 


“All set to go—when I 
tried to pick up a lock wash- 
er. I got six in a bunch. 
Shaking was no use—pro- 
fanity made it worse. Next 


Kantlinks .. .”. 


Kantlink is the new im- 
proved spring lock washer 
that does not tangle. It saves time,money and exasperation. It 
has greater holding power, and it does not rust. No up-to- 
date dealer should delay in stocking these improved spring 
lock washers for they are rapidly replacing the old-fashioned , 
lock washers everywhere. 

Specify Kantlinks on your next order, for why should 
anyone buy. washers that tangle when he can buy better ones 
that don’t? Moreinformation will be sent you by any one ot 
the manufacturers listed below. 


Made and sold under license by the Kantlink Manufacturers: 


The American Nut & Bolt Fastener Co. The Mansfield Lock WasherCo. The National Lock Washer Co. 
Pittsburgh, Pennsylvania Mansfield, Ohio Newark, N. J., Milwaukee, Wis. 


The Positive Lock Washer Co. The Reliance Manufacturing Co. 
Newark, New Jersey Massillon, Ohio 














SPRING LOCK WASHERS 
AN [IN DO NOT TANGLE DO NOTRUST 


THEY PAY THEIR ENTIRE COST.IN TIME SAVED- SOMETIMES EVEN MORE 
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The Wa. 
Sehelinera Ce., 
New Haven, 
Corton 


Send me a trial 
dozen Draw-Cut 
Pruners, regular 
discount, prepaid te 
my stere. 


Unusual Cutting Quality 


(COMPARISON with other shears, fea- 

ture by feature, cut for cut, and finally 
price for price, brings out the real value 
of a Pruner. 

To invite and encourage this test the 
BERNARD Draw-Cut Pruning Shear has 
packed with it a piece of wood bearing the 
invitation, “Test others, then test “Draw- 
Cut.” This will lead to a Pruner sale with 
consequent profit for you. 

That the customer will choose Draw-Cut 
in a goodly’ number of cases at the retail 
price of $2.00, is our firm conviction. 
This belief is built on its all-round attract- 
iveness, its balance, “feel” and above all, 
on its unusual cutting quality. 


THE WM. SCHOLLHORN CO. 


New Haven, Conn. 
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“ALLEN’S” 
sells your reputation 


You feel a satisfaction in being able to offer your customer 
a fine tool that is trade-marked with the name of a maker 
who is nationally known. So it is with the leather you sell. 

If it is marked “Allen’s”, you immediately secure the cus- 


tomer's confidence in the leather you offer him. 


ALLEN’S SOLE STRIPS 
for shoe repairing are known from coast to coast. These 
strips are cut from the best parts of packer hide leather, 


tanned especially for repairing shoes. 


Sold by 


THE UNITED STATES LEATHER SELLING CORP. 
New York Boston Chicago Cincinnati St. Louis Richmond 


Selling Agents: 


McADOO & ALLEN L. H. NELSON & CO. 
Philadelphia San Francisco 





NOGOTHENG TAR ES THE PLACE OF LEATHER 
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YMBOL/ OF PROGRE/ & PROFIT 


Representing GREATER SERVICE 
EXPANSION OF MARKETS 
CREATION OF NEW BUSINESS 


HARDWARE AGE CATALOG 


Assures these desirable features to 
HARDWARE BUYERS AND MANUFACTURERS 
The 1929-1930 Edition Now Being Compiled 


HARDWARE AGE CATALOG wiioraiy 
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Hack Saw Frames 


You can judge any tool in the Union Hard- 
ware Line by any other tool in the line. 
They’re all made to fit the job and satisfy. 
Union Hardware Hack Saw Frames hold a 
blade at the proper tension and permit doing 
first class work. 


Champion Screw Drivers are forged from 
toughest steel, the blade cannot turn in the 
handle and every blade is tested to split a 
screw head. 


The Chisels are made of special tool steel 
which holds a keen edge. The Cyclops Nail 
Puller pulls more nails in a given time than 
any other nail puller. All are good sellers. 


If your Jobber cannot supply you—write to 
us and we will refer you to the nearest 
Jobber who will. 





HARDWARE COMPANY » 





Torrington, Conn., U. S. A. 
New York Office 151 Chambers Street 
Established 1854 Incorporated 1864 
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~ = Year after year—the Eclipse Dealer reaps 
regular and highly satisfactory dividends from 
his lawn mower sales through the steadily in- 
creasing satisfaction of Eclipse owners. 








Enthusiastic buyers not only return to buy 
again, but spread the news of Eclipse Value 
among their friends thus constantly widening 
the circle of sales opportunity. 









Owner loyalty—National Advertising—Com- 
plete range of models—careful manufacture— 
economical distribution—these are the out- 
standing and inseparable advantages offered by 
the Eclipse franchise. Get the details before 
you decide on your mower line for next year. 











‘Eclipse Machine Co. 


oa Dept. H A Prophetstown, III. 





NationWideDirectService 
to Hardware Merchants 
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, dealers can over- 


come price-cutting competition by 






concentrating on merchandise of 






superior quality and national repu- 






tation. Only by thus insuring com- 






plete satisfaction can the dealer gain 






the consumer confidence so neces- 
sary to repeat sales. 


The Yale line is one in which both 













dealer and customer can, and do, 





place their fullest confidence. Years 


of faithful service and superior quality 






backed by extensive national adver- 






tising have established Yale as one 





of the country’s foremost hardware 





manufacturers who distribute their 






hardware products through the hard- 


ware trade. 






Hardware dealers find it pays to 





standardize on Yale. Every require- 






ment can be met by this diversified 






line, which offers such a wide range 





of designs. Stock the complete Yale 






line and you will reap increased 






profits and repeat sales. 







THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN., U. S. A. 






Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 


Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 


- LET YALE QUALITY HARDWARE 
_ DEFEAT PRICE-CUTTING COMPETITION 
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Keep Moving 
the Goods 


Countless tons of hardware 
are regularly hauled from 
Manufacturers’ Plants. On 
to the jobbers to be shipped 
to the dealers—who keep it 
moving to a ready, waiting 
market. 





This ready, waiting market 
is stimulated by the Dealer 
—largely through the prac- 
tical merchandising stories 
and proven sales creating 
ideas furnished him weekly 
by his trade paper, Hard- 


ware Age. 


Hardware Age keeps mov- 
ing the goods. 


Hardware Age 


239 W. 39th St. i 
New York City 
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Goodrich garden hose is made by an 
improved “‘high-pressure lead press’’ 
process. This makes the hose strong 
enough to stand a test five times the 
highest city water pressure, and re- 
sist the forces that make ordinary 
hose kink and collapse 





A dominant advertisement 


again tells your customers to buy 
this hose .. this month! 


A quality hose that builds good will and good 
profits. 25-and 50-foot lengths. In the green 
wrapper. A Goodrich jobber is near you. 


Goodrich 


GARDEN HOSE. 
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Easy 
s to swat 
the profit 
Ccheater/ 


"Whe. cheap-price-per-gallon 
paint merely saves less than 
$4 on the first cost of paint- 
ing an average house and, in 
comparison with quality paint 
such as Patton’s Sun-Proof, 
costs over two hundred dol- 
lars more on a 5-year basis, it’s 
easy to swat the cheap paint 
Hum-Bug and build up a big, : 

permanently profitable 

paint business. 


































4 sae 
i 2nd.Grade | 


\ 









VASA RE 8S SPR oo 


JT? 
4 J : : 


Send for booklet 
“Swat the Cheap Paint 








Newark, N.J., Portland, Ore., Los Angeles, Cal 
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Profit— 


for your customers and for YOU— 
the inevitable result of handling 
RUBRISTO Brand Brushes. Backed 
by brush-making experience since 
1867, these brushes are the type that 
you can recommend honestly and 
conscientiously —the type that you 
know will build good-will and hold 
trade to you. 


Not “cheap” brushes, but the kind 
that the painter knows it will pay to 
buy and use, due to their “greater 
mileage.” The long, strong bristles 
stay put, since all RUBRISTO Brushes 
are properly set in Vulcanized Rubber. 
The black oval identifies them—the 
mark of a dependable brush with 
experienced painters. 




























Write for Our 
Dealer Proposition— 


and for our catalog. That is the first 
step toward satisfying yourself that 
the quality and dependability of 
RUBRISTO Brushes are such as to be 
a decided asset in building your own 
good reputation. Right brushes count 
—if you desire to build up your paint 
department! 















Sana 
~ ANLOW 
Coopman 9: Y 


Registered 


Hanon & GoopMAN €0~342 Madison Ave NewYork 
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Almost>as transparent 
‘as glass itself? 














MURPHY FINE VARNISHES 


Famous for 64 years among architects, 
master painters and makers of products 
requiring a fine finish 


Da-Cote Enamel 
Da-Cote Floor Enamel 
Da-Cote Varnish Stain 
Quick Velvet Enamel 

Brushing Lacquer 
Transparent Interior Varnish 
Univernish (the all-purpose varnish) 
Transparent Spar Varnish 
Transparent Floor Varnish 
Linoleum Lacquer 
Muronic Enamels 


Quick White Enamel 





Nor have these 4 Murphy 
Transparent Varnishes 
ever been surpassed for 
durability 


Transparency, toughness brilliance of finish—these are the 
factors that have made Murphy Transparent Varnishes the 
criterion among architects and master painters for many, many 
years. There are no finer varnishes made, and we, ourselves, by 
constant research and scientific experimentation, have been un- 
able to improve them. 

Murphy Transparent Varnishes are available in four types 
—for the home painter and the professional painter. 

Murphy Transparent Interior Varnish. For highest grade 
interior work, both new and old. 

Murphy Transparent Floor Varnish. For new and old floors, 
to give the finest finish of greatest durability. 

Murphy Transparent Spar Varnish. As durable as any var- 
nish in the world. Recommended for bath rooms, front doors, 
and all outside finishing that requires beauty of finish plus 
ability to stand up under extremes of weather. 

Murphy Univernish. The fine all-purpose varnish well known 
to professional and amateur painters. We recommend it for 
any surface requiring varnish—especially boats and other sur- 
faces subjected to the elements. It cannot scratch or turn 
white and is absolutely waterproof. 

These famous Murphy TransparentVarnishes add to the profit 
and prestige of any dealer in fine paints and varnishes. 


MURPHY VARNISH COMPANY 


Newark Chicago San Francisco 
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THANK THE MODERN 


RETAILER FOR THIS 


NEW IDEA IN 
PAINT SELLING 


HE keen minds of today’s mer- 

chants could not be satisfied with 
the old method of paint selling. They 
could not tolerate just selling a can of 
paint. Their paint customers through 
ignorance of proper paint application 
showed these merchants the need of the 
new method of paint selling. 

These modern retailers value the rep- 
utation of their stores, and of the paints 
they sell. They know that Whiting 
brushes are designed for that important 
purpose—to apply good paint correctly. 
To them a Whiting brush sold to each 
paint customer insures the good will of 

















that customer through perfect applica- 
tion of the paint. 

This is how Whiting brushes have 
helped retailers to develop the “Modern 
Method of Paint Selling.”’” The one hun- 
dred and twenty years’ experience of the 
Whiting-Adams Company in making 
good brushes gives the dealer every as- 
surance that each brush is not only cor- 
rectly built, but built to do a specific job. 

We invite those modern retailers who 
know the value of building paint sales to 
write to us. We shall outline for you 
in a personal letter, specific incidents 
which illustrate how Whiting brushes 
help to sell good paint. 


WHITIN G’S BRUSHES 


WHITING-ADAMS COMPANY, 695 HARRISON AVE., BOSTON, MASS., U. S. A. 
RESIDENT SALESMEN IN 


SAN FRANCISCO, KANSAS CITY, 
TOLEDO, PHILADELPHIA, 


NEW YORK, DALLAS 


CHICAGO, ATLANTA 


MINNEAPOLIS, 


WHIETING’S BRUSHES 


is. 


es 
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AND LATEST PRICE LISTS FREIGHT 


W. W. Babcock Co., Bath, N. Y. 
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“from bicycle rims to bridges” 


Dixon’s Bright Aluminum Paint spans the multi- 
tude of uses in between— 


—resists heat on smokestacks, radiators and auto- 
mobile motors. 


—not affected by fumes of gas tanks 


—immune to the action of ice, rain, snow, salt air 
or water on bridges, tank cars, factory buildings 
and equipment. 

Dixon's Bright Aluminum Paint is a dealer specialty that the 

consumer, household or industrial, needs for high grade work. 


The small standard case includes eight quarts, sixteen pints 
and thirty-two half pints, six gallons in all. 


Packed also in gallons, five, ten, twenty-five and fifty gallon 
steel containers. 


We recommend the purchases of the small standard case as a 
good experiment. 


Write for Dealer Prices No. 40 BA 
PAINT DIVISION 


JOSEPH DIXON CRUCIBLE COMPANY 


JERSEY CITY rot NEW JERSEY 
Established 1827 
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H: has asked for a white paint—a 
paint that will make a permanently 
white job. Or he wants a tinted paint 
—for a job that will hold its color as 
long as good paint lasts. His confi- 
dence in you as a paint expert depends 
upon the advice you give. Is the paint 
you are offering him capable of ful- 


filling his expectations? 


If it contains substantial proportions 
of the zinc pigments—Zinc Oxide and 
‘‘Albalith’’ Lithopone—correctly com- 
bined with the proper oils and driers, 
you may be assured that you have 


offered your customer a quality paint. 


The natural and permanent white- 
ness of the zinc pigments gives a daz- 
zling white finish which must, of ne- 


cessity, remain white. And if it is a 


ill Your Customer Have The 
ame Confidence In Your 


dvice On His Next Paint Job? 


tinted paint, again the permanent 
whiteness of the zinc pigment base in- 
sures its stability of color. The firm- 
ness of the film of such paints gives 
them the long wearing qualities for 


which they are noted. 


High spreading rate, ease of brushing 
and exceptional hiding power are ad- 
ditional qualities of zinc pigment 
paints which enable your customer to 
do a speedier job with a considerable 


saving in labor and material. 


You will want to read more about the 
reasons why so many paint manu- 
facturers choose Zinc Oxide and 
‘‘Albalith’’ Lithopone for their 
high-grade paints. These reasons are 
told in interesting fashion in two 
booklets which are yours for the asking. 


The coupon is for your convenience. 


THE NEW JERSEY ZINC’ COMPANY 
160 Front Street, New York 





ae 


Address. 


[ttt teen ewww nnn; 





Send me your booklets on zinc pigments in paint. 


3 es __State_ 


Zinc Oxide & “Albalith e Lithopone 


ZINC PIGMENTS IN PAINT 
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T has been proved time and 

again that the intrinsic 
value of any product is 
usually compatible with its 
price—and this is as true of 
the most humble necessities 
of life as it is of the most pre- 
tentious luxuries. 





B-A Abrasives may be 
classed as humble necessi- 
ties, but into their fabrica- 
tion goes material of the very 
highest grade, and beneath 
their rough exteriors lie in- 
ward qualities that have set 
the standard since 1828. 


Need you wonder, then, 
why true craftsmen are speci- 
fying B-A Abrasives by name 
and why many of the most 
successful wholesalers and 
retailers are selling them? 


Samples and prices on 
3 request. 


ASX Fr 2 
Rat Fey ma, Ps 
ee, : 


BAEDER ADAMSON COMPANY 


Richmond St. and Allegheny Ave. 
PHILADELPHIA, PA. 
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REG.U.S.PAT.OFF 
THE 


PaintoMister 


THE EVEN PRESSURE SPRAYING MACHINE 





MADE IN U.S.A. 


The Improved Atomister 











ERE are ten important fea- 

tures that you should be 
sure your customer gets when 
you sell him a spraying machine. 
The “Paint-o-Mister” has them 
all. 

1. A Single Nozzle that pro- 
duces both a round and a 
flat spray. 

2. A Valve to regulate the flow 
of liquid. 

3. A Substantial Hook by 
which to hang the machine 
when not in use. 

4. A Two Finger Trigger that 

does not tire the operator. 

. A Handle that gives a full 
pistol grip. 

. A Light Weight, One Piece 
Aluminum Container, hold- 
ing one quart. 

. A Full Pressure Feed Spray 
Gun. 

. Liberally advertised in Na- 

tional magazines—an insur- 

ance of reliability. 

. A Compressing Unit that de- 

velops at least 25 lbs. pres- 

sure. 

. A well-balanced, long life, 
easily lubricated motor. 


Retail Price $39.50 


Includes Spray Gun, Air Compressor, Hose, 
etc. 











‘ef ePainto Mister ks > 







'}3, The Handy “Paint-o-Mister”’ 
‘ Hand Operated 


Retail Price $1.95 


The Handy “Paint-o-Mister” is a better Hand Spray 
for the householder—not a toy or a give-away Hand 
Spray, but a highly developed Spray Gun that does 
a real job, durable and not easily broken. Sold to 
dealers and jobbers in dozen (12) lots or more—at a 
price. 


Ask for quotation and order a sample dozen at once. 


THE ATOMISTER CORPORATION 
39 Hamilton Street, Rahway, N. J. 
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One of the series of du Pont advertisements in full color, showing actual color 
schemes created by famous architects with du Pont Paints. It offers a practical book of suggestions for painting every surface inside and out. 





VES SATURDAY EVENING POST May 18.1920 





e 


| 


1 Lore Kline of he welt tmamee Mow Pot 
eterna! frm af Fier Phat ond Lin Aw 





EDWIN KLINE plans a modern 
exterior color scheme with paint 


the outst le A mumber of codon shrwies try welt mown the hanrs of orton 
architerts are availabe om “Mectern Coton bast rare qualit 
be masntasmes! w 





One of the bemnes deemed by Mr Kline, 
parartretic of hes work. we sheen bere 


Whee control The dhe Fi 
are vvontromalty « 


Teeth” emust weet the highest standard on 


QUPOND rains, VARNISHES 


os 





THE SATURDAY EVENING POBT 


7 members of the 
Pre-tested Line 
1 PONT PREPARED PAINT 
tt PONT ENTERIOR CLOSS 


DU PONT FLAT WALL PAINT 
DU PONT VARNISHES 





DU PONT FLOOR & DECK ENAMEL 
DLOO FOR HOUSEHOLD USE 


DU PONT SHINEE STAIN 


At 








AND ENAMELS 
made by the makers of DUCO 








Du Pont advertising in Saturday Evening 
Post introduces color-styling for exteriors— 
presents modern color schemes by famous 
architects... 





: Ge powerful publicity campaign gives home- 
P| owners an effective new reason for repainting. 


3 It makes color-styling just as important for ex- 
# teriors as it has been for interiors. And it carries 
the authority of architects whose names home- 
owners know. 

Here’s advertising that householders will read 
and value. It gives them authentic 
: architect's advice free of charge— 
Ps shows how to modernize their homes 
at slight expense. You'll see the re- 





UNIQUE COLOR SERVICE 


creates added use for exterior paint 


sults in increased sales of du Pont paint right in 
your own store. 

Will Your Stock Meet the New Demands? 
Products made by the makers of Duco are recog- 
nized throughout the country as the most modern 
materials that money can buy. The new du Pont 
advertising will bring you many calls for du Pont 
products of every type. By concentrating on the 
du Pont line, you can increase sales in gallons, and 
—more important—you can turn your stock more 
times per year. 

You'll find it profitable to be prepared with 
helpful advice when customers call. 
Be ready. Send the coupon today 
for the new book, “‘Modern Color 
Schemes for Your Home.”’ 


REG. U.S. PAT. OFF. 


PAINTS, VARNISHES, ENAMELS AND DUCO 





This illustrated book of 
= color schemes by archi- 
tects will be sent you on 
request. 


ne ee 
piety < 


Free—"Modern Color Schemes for Your Home”’ 


E. I. du Pont de Nemours & Co., Inc., HA-6 
Independence Square, Philadeiphia, Pa. 

I am interested in your new selling plan. Please 
send details. 


Ss tb Fae er gia cbs od vinre totale siasieeeew 


ee er cu a hncenee eae ee eRe 


Coe e reer eer eseeeeererereseseseseseseeesese 
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TILLEY LADDERS 


are the result of seventy-four vears’ exnerience mann- 
facturing high quality goods. Correctly designed, well 


= 
built and perfectly fitted, strongly braced from selected 
or Z TS CW air dried material which ensures rigidity and durability. 
These qualifications mean SAFETY and SATISFACTION. 


e * « Write for Catalog and Prices 
lmshing Trowel THE JOHN S. TILLEY LADDERS CO. 
Watervliet, N. Y. 


The popularity of the Marshalltown Xtra-Lite finish- 
ing trowel has spread over the country like wild-fire. 











Mechanics everywhere have been eager to buy and 
try this 25% lighter trowel with its improved balance 
and hang. 

Trowel sales records have been smashed for many 
dealers because workmen have been quick to appreciate 
the advantages of this new, strong, tough, light weight 
trowel. 

Now—in response to an insistent demand we offer 
this great trowel fitted with the California Pattern Han- 
dle. Secure stock from your jobber, and “cash-in” on 
this new trowel demand. If you don’t have our catalog 
write for it. 


Marshalltown Xtra-Lite Trowels are 
packed one to a box for convenient 
handling and display. 


4 lb. can 35 cts. 1 Ib. can S1.00 
mst 


Carried by Hardware and Paint Wholesalers 
Addison-Leslie Co., Canton, Mass. 


MARSHALLTOWN TROWEL COMPANY 
MARSHALLTOWN, IOWA 
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GUARANTEE 


If any painter, or other consumer, wants his money 


€ 
¢c 










back on his purchase of Lingerwett Remover for 
any reason whatever, you are authorized to give it to 
him. Simply tell us and we will pay you the full 
selling price, immediately and without question. 


THE WILSON-IMPERIAL CO. 


SESEEPESE PE SE PEEP ESE EE OY 


Read that 


Guarantee 


We stand squarely back of every 
can of Lingerwett Remover ~ 














Four important elements have built 
Lingerwett Remover until it has become 
the largest selling remover in America: — 

First: Lingerwett is a definitely superior 
product. 

Second: Lingerwett is sold nationally. 

Third: Lingerwett is well advertised. 

Fourth, and perhaps most important of 
all: Lingerwett is backed by the strongest 
possible kind of a guarantee. Lingerwett 
must be right and in every case, or we 
don’t want any money for it. The c.s- 
tomer can’t lose. He gets back his money. 


You, the dealer, can’t lose. You get your 


LiINGERWETTI 


money back, together with the full profit 
on the sale. 

And we can’t lose. Every year thou- 
sands of people talk about the wide-open, 
above-board money-back guarantee of 
Lingerwett. It is the best possible kind of 
advertising even though it costs next to 
nothing. ; 

Lingerwett deserves to be pushed— 
because it is a fine, honest product and 
because it is a safe product to buy and 
to sell. 


THE: WILSON-IMPERIAL 
Newark, N. J. 


CO. 
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assisting those selling the 
Goodell-Pratt Line 


to increase their sales profitably. 
N With a full line of 1500 quality tools 
£3 plus a definite sales plan to back you 
36 up you can be successful. 
It costs nothing to inquire. 


Write today. 


Goodell-Pratt Company 
Greenfield, Mass., U. S. A. 


‘GOODELL 
PRATT 


hol @10 C1010) Be FOlO) Be 














USE 
REED & PRINCE 
MANUFACTURING 
COMPANY 


Quality 
Products—= 


Reed & Prince Screws have cleanly 
cut, accurate threads, heads of true 
diameter with uniformly deep slots, 
accurately centered. Reed & Prince 
products include all types and sizes 
of wood, machine, cap and set 
screws, stove bolts, sink bolts, 
hanger bolts — perfectly fitted with 
true center nuts —and rivets, 
burrs, nuts and many special 
products. In all finishes—plain, 
nickel, brass, copper-plated, 
cadmium, chromium, Sher- 
ardized or hot galvanized. 
Every product is backed by the 

Reed & Prince high standard for 
quality, accuracy and service. 


213° 


REED & PRINCE MFG.CO. 


WORCESTER, MASS..U.S.A. 


WESTERN BRANCH arCHICAGO-12] NORTH JEFFERSON ST. 
ae 
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The big thought of today 
in Business—is Competition 


Just a few of our 
customers 


Blish, Mize & Silliman Hardware 
Co., Atchison, Kan. 
Clifton - Simpson 
Waco, Tex. 
Crocker & Ogden Co., Binghamton, 
mY 


Hardware Co., 


The T. Eaton Co., Limited, Mon- 
treal, Canada. 

Farwell, Ozmun, Kirk & Co., St. 
Paul, Minn. 

Hall Hardware Co., Minneapolis, 
Minn. 

A. J. Harwi Hardware Co., Atchi- 
son, Kan. 

Hunt & Mottet Co., Tacoma, Wash. 
aad Walker Hardware Co., Peoria, 


Marshall-Wells Co., Duluth, Minn. 
Paxton & Gallagher Co., Omaha, 
Neb. 


Schwabacher Hardware Co., Seattle, 
Wash. 

Simmons Hardware Co., St. Louis, 
and Branches. 

G. Sommers & Co., St. Paul, Minn. 
Supplee Biddle Hardware Co., Phila- 
delphia, Pa. 

Townley Metal & Hdwe. Co., Kansas 
City, Mo. 

Van Camp Hardware & Iron Co., 
Indianapolis, Ind. 

J. A. Williams & Co., Pittsburgh, 
Pa. ; 

Witte Hardware Co., St. Louis, Mo. 
Wright & Wilhelmy Co., Omaha, 
Neb, 


Nash Hardware Co., Ft. Worth, Tex. 


é 
| 


| 


The problem of a small 
business today is just that of 
big business—that of compet- 
ing in manufacturing, quality, 
service and price. 


The smaller business has to 
study individual items, spe- 
cialize on them and be content 
to grow slowly on smaller 
volume. 


We started on Health 
Aluminum Utensils, and 
added Health Pressure Cook- 
ers, Health Aluminum Com- 
bination (illustrated below). 


Buyers who were looking 
to older, larger concerns for 
their purchases hesitated to 
try us out and when they did 
—we made some expensive 
blunders, but we learned by 
our blunders.’ 


Business doesn’t start at the 


top with brains, full facilities, 
all capital necessary, in fact, 
that is not business history at 
all. 


Today we are making pro- 

gress because of what we have 
learned. No buyer need be 
afraid of Health Aluminum 
products, for our genius, if 
any, has been in hard work 
and progress as we have 
learned. 


We understand competitive 
conditions and that we must 
be eternally alert in manu- 
facturing methods to give our 
friends prices under which 
they can compete. 


The list of a few of our cus- 
tomers opposite would indi- 
cate that you can have con- 
fidence in us. Write for line 
prices or ask us to call. 


The National Aluminum Mfg. Co. 


Health Pressure Cooker. Made of thick 
cast aluminum in 106, 12, 18 and 25 
quart sizes. Each cooker is doubly tested 
and fully guaranteed. Two wooden heat 
proof handles for convenience in lifting 
cooker. Cover easily lifted by means 


of two woocen knobs Approved by 
Good Housekeeping Institute. 





Peoria, Illinois 





Health Aluminum Combination Cooker 
Cooks complete meal at one tire over 
one burner. Oval design for roasts or 
fowl. Upper compartment for three dif- 
ferent foods or vegetables. Made of thick 
cast aluminum. Covers needs of half 


dozen ___ utensils. Approved by Good 
Housekeeping Institute. 


Health Aluminum Appliances are made 
of pure cast alurinum in our own plant 
by skilled workmen We guarantee them 
to be free from any mechanical defects, 
and correct in workmanship 


compare our merchandise you may 
to handle the health line exclusively. 











An inquiry will give you an opportunity 
to compare our prices and merchandise 
After you have had an opportunity to 
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Hangs Straight and Tight 
_ Without Top or Bottom 
Support 


Strength and Beauty Combined—Both Wires are of the Same Gauge 


In this fence we have combined strength with The wire is made from best Open Hearth Steel 
beauty in a practical manner. It is the most in our own plant by skilled workmen who con- 


rigid and durable poultry fence possible. trol every operation from raw material to fin- 
ished product. 


The new combination of mesh and gauge wire Both Horizontal and Perpendicular wires are of 
is reinforced so securely that it insures a sagless the same full gauge with enough wave in the 
fence requiring no rail support at top or bottom. former to allow for contraction or expansion. 


The Twist Cannot be Opened by Unwinding with Pliers 


The twist is complete and stays put—it cannot be opened by unwinding 
with pliers. 


Galvanized before or after weaving. Put up in bales of 150 lin. ft., 2” 
mesh, in No. 19 or No. 20 gauge, 1” mesh in No. 20 gauge wire, in six 
inch widths from 12 to 72”. Backed by 50 years of experience. 

No dealer can sell a more satisfactory poultry fence. 


Our Other Products Include: 


Hexagon Poultry Netting Cont Seek panies 
Graduated Poultry Netting raywic 
Galvanized Hardware Cloth White Metal Finish 
ckwire Premier 
and the following brands Wickwire Bronse 
of Screen Wire Cloth Wickwire Copper 


Miscellaneous Wire Nails and Brads, put up in 4%, 2 and 1 Ib. packages, 25 and 50 Ib. boxes. 


a) 


Sag a a meses 


Write your Jobber for Full Information and Prices Lies 
flat 
without 
waves 


possi See ih. 338" # ws i h 
‘BROTHERS . x: 


OFFIcEesS 


is 
unrolled 


eo 1675 
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TRADE MARK 











er _ <b® 


Week of 


ccSeven bo One’’ 


OST booklets that you hand 

or mail to customers have 
only ONE chance to make asale. 
They advertise one product only 
and, if you distribute a booklet 
advertising guns, it will sell 
guns only or, at best guns and 
ammunition. The new Win- 
chester booklet, however. ad- 
vertises ALL Winchester 
products—Guns and Ammuni- 
tion, Cleaning and Lubricating 
Preparations, Fishing Tackle. 
Flashlights and Batteries. Ice 
and Roller Skates, Cutlery and 
Tools. There are seven lines 
featured instead of one—seven 
chances to make a sale. The 
reader who is not interested 
in guns may be interested in 
fishing rods, or flashlights, in 
lubricating oil or skates. in 
cutlery or tools. Withits 
**seven to one” chance of sell- 
ing, it’s a booklet that is well 
worth sending out. 





i, 


June 23d to 29th — 





poe 
hs 


Sa ig 


Feeseesseee eee eee 88825 


seks: 


WINCHESTER 


« 





WINCHESTER 
IDEA 





Customers Will Ask You 
for This Booklet 


It is featured in our Adver- 
tising and multiplies sales 
opportunities by seven 


Just off the press, this new Winchester booklet is featured 
in the Winchester national advertising campaign which 
reaches more than 15,000,000 people. Readers are told 
to ask their dealer for this booklet which (as explained at 
the left) features seven different lines of Winchester 
Quality Products and gives yoy seven chances to sell in- 
stead of one. Use this coupon to request as many copies 
as you need to mail or hand out to your customers. 


Se Se Se Se Se SS See See ee 
ee cs 
Advertising Dept. r 
Winchester Repeating Arms Co. ’ 
New Haven, Conn., U. S. A. : 
Gentlemen: Please send me......... copies of your new booklet— : 
“The Winchester Idea.” 5 

a 
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| 
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KINS 


HE hardware merchant who 

sells Atkins SILVER STEEL 
Saws and Tools makes a legitimate 
profit on every sale—a profit he de- 
serves. The high quality of Atkins 
Saws is beyond comparison—they 
are manufactured to the highest de- 


gree of efficiency, not down to a price 
basis. 




















VERY SILVER STEEL Saw 
and Tool made by Atkins has 
the Atkins identifying trademark 


to guarantee the user that he is 
purchasing the best products that 
brains and skill can produce—that 
he is getting his Money’s Worth. 


YOU can INCREASE YOUR 
SALES of Atkins SILVER 
STEEL Saws by displaying At- 
kins trim, posters, cards, and signs 
in your store. 


E. C. ATKINS & COMPANY 


Manufacturers of Saws, Saw Tools, Files, Machine Knives 
and Grinding Wheels 
ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 


Home Office and Factory 


402 South Illinois Street, Indianapolis, Indiana 


Canadian Factory, Hamilton, Ontario 
Machine Knife Factory, Lancaster, N. Y. 


Branches Carrying Complete Stocks in the Following Cities 


ATLANTA NEW ORLEANS SAN FRANCISCO 
MEMPHIS NEW YORK CITY SEATTLE 
CHICAGO PORTLAND, ORE. PARIS, FRANCE 
MINNEAPOLIS VANCOUVER, B.C. 








Write to Headquarters at Indianapolis 


erica ——— 
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Beat Chain Quality! 
Meet Chain Price! 





and do it profitably, too! 


ERE’S your chance to prove to 
your customers that you can 
offer better values and better prices 





than the catalog houses or local 





chain stores. 





The chain and catalog houses fea- 





ture and push washers because they 





are always in demand. Here, then, 
is the best washer on the market— 
bar none—priced to sell at $78.50— 
the mail order price but better than 








the chain’s washer—and at the same 
time yield you a good profit! 

Can you beat this for cooperation? 
Can you imagine the other business 
you will do with people brought to 
your store by this glittering bargain? 


We've already sold thousands of 





Hibbard Stoves to dealers who are 








using them to knock the wind out 

4 | of mail order competition. Continue 
© the winning fight with this washer. 
To retail at $7 8.50 Order in any quantity. See our sales- 


The Hibbard Washer is unconditionally guaranteed man or wire us for the special price. 
by Hibbard Spencer Bartlett & Co. 


FACTS ABOUT THE HIBBARD WASHER 


A beautiful copper and steel machine, not a piece of tin. Double tub construction. Strong! A heavyweight 
can stand in it without denting it or starting a leak. Double tub insulation keeps water hot. Latest gyrator 
type submerged agitator of solid cast aluminum—what they all want. One-quarter h.p. enclosed mechan- 
ism; 44 r.p.m. wringer. The best washer built at an amazingly low price! Women will buy it on sight! 


HIBBARD. SPENCER. BARTLETT & (. 


SHI CAS © 
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TRADE ! 


WINDS 


By Liew S. SOULE 


BUSINESS ON THE FAIRWAYS AND IN THE ROUGH 


turns in a score of fifty-one cheats only him- 

self. He forgets that the score in question 
represents but a single short game; that there are 
other games to be played. He loses sight of the 
basic fact that the golfer is really playing against 
par; not merely against the other members of his 
foursome. Last, but not least, he forgets that others 
can count, and have memories; that the real sports- 
man detests the cheater. Eventually he finds it 
practically impossible to get into a foursome of those 
who know him, and he either quits the game or 


“dubs” around alone. 
x * x 


“Ew golfer who plays nine holes in sixty, and 


We were talking to an executive of a big business 
organization recently. He showed us a check re- 
ceived that morning from a merchant who had de- 
ducted the cash discount ten days after the discount 
date. Then he called in the bookkeeper and asked 
him to trace that merchant’s account. The book- 
keeper reported five similar offences within a com- 
paratively short time. The executive rang for the 
sales manager and said: “This Blank Mercantile 
Co. is ‘nigging’ on our cash discount. Don’t give 
them any more extreme prices.” 

A few days later we were in a large retail hard- 
ware store. A customer came in and inquired the 
price of an article which sells regularly at twenty 
dollars. He did not buy, but smiled and_ said: 
“Well, I guess I got a bargain. A grocer friend of 
mine bought one for me at fifteen dollars. He got 
it from Blank & Blank,” naming a wholesaler from 
whom our merchant friend bought regularly. When 
the customer had gone, the merchant remarked 
quietly: “That outfit has taken its last order from 
us. We don’t object to their selling goods to any 
legitimate merchant who stocks them for resale, but 
they know that a grocer doesn’t stock that kind of 
merchandise. I’m going to place our business with 
distributers who play fair. 

Again we sat in the office of the president of a 
representative wholesale house. His _ secretary 
ushered in the sales manager of a manufacturer 
whose line was “pushed” by that jobbing house. On 
the president’s desk was an item which resembled 


greatly one made by that sales manager’s firm, and 
handled by that jobbing house. The sales manager 
near + se i see ae 
looked at it and said: “Where did you get that: 

“It's vours, isn't it?” queried the president. “Yes,” 


‘said the sales manager, “but it isn’t an item we sell 


to you.” “No,” replied the president. “I picked it 
up in a ten cent chain store. What I want to know 
is how it came to be there.” “Oh,” said the sales 
manager, “that’s just a cheap item we made for 
them. You wouldn't buy it.” 

“Well,” said the wholesaler, “I don’t think we 
want any more of your goods.” “But,” stammered 
the sales manager, “you have carried our line for 
years. You're the best account we have in this 
territory.” He left without his usual fat order. 

Strange to say, this was the same jobbing house 
whose salesman had sold to the retail grocer “at 
wholesale” an item which the grocer did not stock 
and had no intention of stocking. 

A few weeks ago, a hardware jobber showed us 
some articles which he was selling to his trade, on 
what was practically a no profit basis, merely to help 
the independent retailer meet chain competition. 
One of those items was priced for the retailer to sell 
at twenty-five cents." It was an item on which the 
retailers had urged the jobber for a “bottom price” 
in order to offset chain competition. It was a real 
bargain at the intended resale price. 

In three different retail hardware stores in that 
jobber’s territory, we found that item priced at 
forty-nine cents; in five stores we found it marked 
thirty-five cents. When we called attention to the 
fact the answer was practically the same in each case. 
“We can get that price for it. Why not do it?” And 
yet—every one of those dealers howled about unfair 
competition, and complained that other factors in 
hardware distribution were not helping, as they 
should. 

We won't say anything about those fellows who 
get a confidential price and then tell every sales- 
man in the territory about it, but—we met some of 


those fellows. 
* 


Come to think of it, business is a lot like golf. 
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The Three Billion Dollar 
Tourist Trade 


OURISTS, last year, distributed at least three 

billion dollars over the United States. The indus- 

try known as “the tourist trade,” has, almost un- 
noticed, grown to a point where it amounts to more than 
one-third of the national income. Think of it! 

Certified public accountants were employed by a hotel 
association of national importance to analyze the hotel 
industry, and among the facts they disclosed were the 
rather startling ones in connection with the tourist trade. 
They found that tourists who stopped at these hotels of 
the association paid out $2,420,000. That is, they spent 
that amount in the towns where they stopped. The hotel 
managed to get 23 cents of each of these dollars, while 
the other 77 cents went to restaurants, retail stores, 
garages, theaters, etc. 

Sear in mind, please, that this figure takes into account 
only those tourists stopping at a rather select type of 
hotel. There were the thousands who traveled by motor, 
sleeping under their own canvas, in lodgings, or in 
municipal camps. There were other thousands who 
traveled by rail and boat—all uf them spending good 
American money. 

The same source of information reveals that New 
England, for instance, gleaned about a half billion of the 
total. Michigan managed to take in $240,000,000. Cali- 
fornia’s quota reaches 
around $160,000,000, and 
every other State in the 
Union gets its share. At- 
lantic City’s 1343 hotels 
and boarding 
houses reap a rich 
harvest practically 


all year round, and it might surprise many to know that 
the prize winning tourist town of the country is New 
York City, whose total is so great that its is unavailable. 

The point of printing these facts lies in their impor- 
tance to the retailer. It is well worth any merchant's 
time to give this great flood of business, coming in the 
summer months, when business is otherwise retarded, 
some consideration. What is to be done to attract this 
business? In the first place one should ascertain just 
what features his community possesses that are of attrac- 
tion value to the outsider. Is it historic interest, beauti- 
ful scenery, fishing grounds, hunting country, public 
events? All of these may be capitalized. There are 
many ways to do this and cooperation of merchants will 
be necessary, in most cases, to promote these advantages, 
but half-hearted effort will avail little. Intensive study 
will, however, pay big dividends. Well placed booklets 
and advertising should be considered, but see that they 
are well placed. 

And when the visitors make their appearance be pre- 
pared to offer helpful information as to a good place to 
pitch a tent, where to fish for best results, what to see 
when in your town, and, above all, endeavor to have the 
town put forward a friendly foot. 

We have in mind two towns scarcely a dozen miles 
apart. Both cater to the fisherman. One 
has a reputation for friendliness that 
reaches to practically every State. The 
other town, slightly larger as to popula- 

tion, has no reputation 
and very few visitors. 
The reason is most evi- 
dent. The town with the 
reputation has for many 
years extended a wel- 
\e** come and helpful hand to 
the tourist. He has felt 
at home and has been 
drawn back there each 
Continued on page 72) 
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Only Paint and a New 


Entrance! 








Some one, however, thought out 
the plan of procedure and its 
effect before the owner of the 
neglected building bought the 

materials 


N this page are two views 
QO: the same house. Which 

do you like the best? Do 
you realize that this change was 
effected by paint and a new en- 
trance? That the hardware dealer 
had an opportunity not only to 
sell the paint but the incidental 
accessories to a paint job, such as 
nails, down spouts and builders’ 
hardware? 

How many houses in your 
community need such improve- 
ment to bring them up to present 
standards of beauty and conveni- 
ence and release their owners 
from the grip of the Victorian 
period? How many bills of paint 
and builders’ hardware—also in- 
cidental repair materials — can 
you sell if you will bring to the 
discouraged home owner a pic- 
ture similar to this? 

These views were selected by 
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the Home Modernizing Bureau 
to illustrate the great change that 
is taking place in the minds of people as to the exterior 
appearance of their homes—the greater appreciation of 
convenience, of beauty, of good lines instead of jig-saw 
drapes. Thousands of owners of Victorian style homes 
are studying this problem and are considering leaving 
well built but ugly houses for more modern structures 
outside the community they are familiar with and far 
from the stores where they have been good customers. 
Such changes are vital to the merchant, for it means that 
he must find new customers and that the future occupants 
of this home will likely be a lesser customer than the 
family that moves away. 

The answer is to remodel this substantial old home to 
make it attractive. The merchant with the double goal 
of selling the materials for the remodeling and of keep- 
ing the customer in his trade community, can often bring 
this about by suggestions to the home owner. 

There are many ways of accomplishing this end. 
Houses may be overcoated with brick, stucco, shingles, 
or newer sorts of weatherboarding. These are not diffi- 
cult jobs and the Home Modernizing Bureau has been 
organized to explain to those interested how it may be 





Such changes are often designed to completely 
alter the architectural appearance of the house by the 
removal of addition of a dormer window, giving a square 
roof line a sweep, of lowering the siding of the house 
over the foundation, or some change of that sort. 

The most common of all of these changes concerns the 


done. 


front porch. “Nothing seems so definitely to date a 
house as the front porch,” writes H. S. Sackett, in The 
Home Modernizer. “Not only is it, in many cases, ugly, 
but it is seldom used any more. If people wish porches, 
they either want them glassed in, or they want them 
around at the side of the house, or the back, where they 
will have more privacy. It is in this respect that one 
notices one of the biggest changes of the American 
people. So, for the ugly front porch there is substituted 
a small neat terrace of brick or cement, or a tiny wooden 
‘stoop’ or whatever kind of an entrance belongs to the 
style of house that the owner wishes to have.” 

Any hardware merchant taking a leadership in sug- 
gesting remodeling to his customers should include in 
his suggested plan the modernizing of the plumbing and 

(Continued on page 72) 














HARDWARE AGE for JUNE 27, 1929 








he has 


P j ANHE very unusual paint department pictured on this 
page is that of The Hardware Store, L. J. Stiles, 
proprietor, Hammond, N. Y., a village of about 

500 population. During the year of September, 1927, to 

same date 1928, Mr. Stiles’ paint sales exceeded $1,600. 

In explaining this unusual success, Mr. Stiles writes 
that the business was established in 1872 by his father, 
now retired, and that almost from the beginning some 
paint was sold. The success of this line was not marked, 
however, until the policy of handling only one line was 
adopted and strictly adhered to. Since this plan was 





adopted, he has made excellent use of the dealer helps 
supplied, and has made a consistent drive for this one 
line of paints. 

The unusual floor stand for the display of paints was 
built by Mr. Stiles as best suited to the space available 











by Village Store 


Volume has great- 
ly increased since 
centered 
effort on one line, 
writes L. J. Stiles 





Unusual Sales Record 
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and for showing the amount of stock he thinks best to 
lave available. The stand itself is evidence that- Mr. 
Stiles is thinking for himself. The use of decalcomanias 
on the color panels not only adds to the attractiveness of 
the stand but they show to good advantage an important 
paint accessory. 

Another unusual feature is the row of bottles of uni- 
form size and labels on top of one of these stands; an 
interesting way of showing oil, turpentine and varnish— 
a constant reminder to the salesman and customer of 
these important and often hidden paint 
items. Also, on top of these stands, 
at a convenient height for observation, 
are color cards and design suggestions. 

Note, also, the convenient table in 
front of the shelving, easily accessible 
for a study of color cards or other 
sales literature or for the assembly of 
an order. Just above this table is a 
wall case of sample brushes, easily 
within reach so that a brush can be 
removed and stroked across the hand 
of the prospective purchaser. 

The pictures are well worth study. 
We know of paint departments in 
much larger stores that do not have 
the effective display here seen. It is 
not surprising that a merchant who 
makes such an effective display should 
make such a remarkable per capita 
sales showing. 
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FFICIENCY, economy of operation and beauty 
are the important features in commercial vehicles 
today. Beauty contributes in no small way to 
goodwill, trademark value and prestige. What does it 
avail a merchant to spend thousands of dollars building 
up that subtle, abstract atmosphere of exclusiveness 
about his shop only to have this impression of refine- 
ment shattered by the appearance of his delivery fleet in 
blatant colors of no particular significance? The deliv- 
ery car is a good index of a store’s self-respect. 

Smart, appropriately combined tints and shades of 
colors properly distributed so as to secure color balance 
contribute richly to the store’s reputation for style. lew 
stores can afford to be without style, good design and 
attractive colorings in every department. 

Stores carrying competing lines of goods are finding 
it advantageous to make use of a standard color scheme 
so that the colors on the cars of each store collectively 
will react beneficially to the association. Distinctive ad- 
vertising value accrues through this mutual cooperation. 

For some years large organizations, such as the tele- 
phone company, have found it advisable to adopt a stand- 
ard color treatment for all the company’s vehicles. This 
contributes to the outward appearance of the organiza- 
tion’s unity and has excellent advertising advantage in 
addition. 

The delivery car as the envoy of the merchant can 
be made to convey the same personality and atmosphere 
that pervades the store and, in addition, supply adequate 
attention value. Colors that look alive, breathe new- 
ness, quality and richness are in unqualified demand. 
Colors such as these in combinations that will lend at- 
tractive emphasis when used on hardware store delivery 
wagons are: 

(1) Coolie blue—Use on top, mouldings and fenders ; 
body and wheels in Shoshone blue; stripe on moulding 
and lettering on body in silver. 

(2) Aiken grey—Use on top, mouldings and fenders ; 
body and wheels in Cape -Cod grey; stripe on moulding 
and lettering on body in moonstone grey. 

(3) Van Winkle grey—Use on top, mouldings and 
fenders. Body and wheels in Tecumseh grey. Stripe 
Tecumseh grev on mouldings; lettering on body in Van 
Winkle grey. 





COLOR [TREATMENT 


For Hardware Store Delivery Units 


By HOWARD KETCHAM 


Director, Duco Color Advisory Service 


(4) Venetian blue—Use on top, mouldings and 
fenders; body and wheels in antibes blue; stripe and 
lettering 1n0onstone grey. 

Colors of the general type listed above are of a simple, 
substantial character, suggesting strength and integrity 
and, as such, have ideal merit as color finishes for hard- 
ware store delivery wagons. The effectiveness of color 
treatments of this kind for commercial vehicles can be 
greatly increased if the color treatment in the store and 
on the store front coincides. 

A word with regard to lettering, striping and em- 
bellishments on commercial vehicles in general: Too 
much detail detracts from the force of appeal. Simplic- 
ity has an effective charm of its own. 

Modiste shops have adopted yellow green, beige or 
brown chromatic sequences for their smart delivery cars 
because these colors typify the colors of the beau monde ; 
the sun-tan complexions of the modern woman. 

Flower shops have formed an organization for mutual 
benefit and, in addition, have adopted colors that repre- 
sent most accurately the colors of their merchandise. 
Laundries, grocers, candy manufacturers, etc., have for 
the most part, adopted designs and colors for their de- 
livery units best suited fo the requirements of their trade. 

The use of pure colors, and especially pure, contrasting 
colors, in juxtaposition upon large areas such as the side 
panels of a delivery wagon produces a disjointed, dis- 
agreeable effect. Delivery car designs of the present 
have been created with due care to allow for beauty of 
line and proper color distribution and, as a result, with 
proper care in the use of color, color and line can be 
made mutually complementary. 

The new trend in coloring automotive units is in the 
direction of simplicity and unity. Chromatic sequence 
(two tones of the same color) is being introduced upon 
commercial vehicles to avoid sharp, contrasting values. 
The use of the light color upon the body panels and 
wheels, with the dark color for the top, mouldings and 
fenders, has been found to work out admirably in pre- 
serving unity and beauty of appearance when properly 
related colors are employed. Dust-proof greys, rich, 
dignified maroons, conservative blues do not provide the 
proper attention value commercial vehicles require. 
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Five Displays Divide Honors 
in Paint Window Contest 


OLLOWING a = season's campaign under the 
| ae “Making Paint Windows Pay,” the Devoe 

& Raynolds Co. organized a paint display contest. 
Many high grade windows were submitted, and the 
judges could not find agreement upon the winner. How 
this situation was met is explained in a letter to con- 
testants by V. D. Clausen, advertising manager of the 
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Devoe & Raynolds company, in which he writes as follows: 
“The judges in the Devoe Lacquer Window Contest 
could not agree. The five judges, Preston Marshburn, 
advertising manager, Northam Warren Co.; D. B. 
Valentine, advertising manager, W. & J. Sloane; Jules 
Friedman, advertising manager, Manhattan Shirt Co.; 
Harold Nadler, Advertising manager, Casein Co. of 
America ; Sterling Getchel, J. Walter 
Thompson Co., advertising agents, 
each made a different selection. 

“The window displays received in 
March, 1929, contest were, without a 
doubt, the best we have ever received 
in a Devoe Window Display Contest. 
No wonder the judges selected as 
being equal the displays sent in by 
Henry P. Krumwiede, J. J. Hocken- 
jos, Elizabeth, N. J.; Coleman Hard- 
ware Co., Eastman, Ga.; A. S. 
Meyers, Odell Hardware Co., Greens- 
boro, N. C.; George W. Hubbard 
Hardware Co., Flint, Mich.; Stone 
Co., Danbury, Conn. 

“We were undecided whether to 
have an elimination, call together the 
judges and instruct them to select 
one of the five as the winner or divide 
the prize among the five winners. 

“After a great deal of discussion, 
we decided to divide the honors.” 
The conditions of the contest were 
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simple in the extreme. It was 
open to all dealers and consumers 
of Devoe lacquer. No require- 
ments as to stock displayed (if 
any) or backgrounds were re- 
quired. The theme was to en- 
courage the use of Devoe lacquer. 
The company’s experimental stores 
were not eligible to prizes. Entry 
for a prize was by photograph of 
size to suit the contestant. 


At top of opposite page is 
display of Odell Hardware 
Co.; at bottom of page J. J. 
Hockenjos Co.; at right on 
this page, Stone Co.; im- 
mediately below, the Core- 
man Hardware Co.; at bot- 
tom of this page George W. 
Hubbard Hardware Co. 
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It is interesting to note the variety 
of uses for which lacquer is sug- 
gested in this series of displays. 
In each there is a direct selling 
suggestion. Unfinished furniture 
comes first, it is to be expected. 
Then there is the suggestion of 
refinishing old furniture and 
kitchen equipment. Finally comes 
suggestions for minor uses, such 
as lacquering shoes for color 
costumes, refinishing straw hats, 
decorating such small articles as 
shoe trees, candle sticks and the 
handles of kitchen equipment 
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“Clean Up and Paint Up” Displays 
Actually Cleaned Up 


VERY progressive hardware merchant realizes 
that the annual “Clean Up and Paint Up” cam- 
paign is a business stimulator, but for divers 

reasons, the retail dealer sometimes neglects to place the 
emphasis on the plan that it deserves. Many dealers 
make a sincere effort, but fail to capitalize on the idea 
because of weakness in their window displays. Others 
have a good window display idea but seem to be at a loss 
to know what to feature in it. Windows play a big part 
in the merchant’s success with this event, and for that 
reason we are reproducing two windows recently used 
by the Nagell Hardware Company, Inc., of Minneapolis. 

In our estimation, the windows are excellent examples 
of this type of display, as they embody completeness, at- 
tractiveness, and have demonstrated their value. Earl 
W. Whiting arranged the windows and the cards are also 
from his brush and the campaign headquarters. Often 
when so much merchandise is used, the windows assume 
a loaded down or conglomerate appearance. In this case 
care has been exercised to avoid such an impression by 
the careful placement and good balance achieved in both 
examples. 

Comprehensive displays of this type permit display of 


PV mere 
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a wide variety of merchandise, which is a valuable asset, 
especially for this event. Hardware stores should occupy 
the dominating position in providing the supplies required 
tor Clean Up and Paint Up campaigns. Hundreds of 
articles regularly stocked by hardware stores are related 
to and have a direct bearing on the country-wide move- 
ment, which encourages better health and improved ap- 
pearance within our nation. 

The ordinary observer could never say: “I wonder 
how much that is?” while looking at either window. In 
fact, it is almost impossible to find an unmarked article. 
Results were very gratifying. Sales of every unit shown 
were noticeably increased, and results, we think, are an 
unbiased ‘‘measuring stick” of window display value. 

The merchant should keep in mind that while a “Clean 
Up and Paint Up” campaign has its origin in paint and 
is primarily a paint selling idea, that paint in itself does 
not do the whole job expressed in the title. 

Mr. Whiting, in his displays, has caught the entire 
spirit of the movement. He shows paint for small work, 
also house paint, and then hé goes through the list of 
tools and accessories required for the preparations for 
using paint, for the painting itself, and, finally, those 
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things needed to keep the paint in good condition and to 
keep the rest of the premises in condition to make a good 
comparison with the newly painted house, barn, garage 
and furniture. 

In some communities the “Clean Up and Paint Up” 
campaign becomes a season long affair and takes in a 


garden contest, in which the entire premises or the 
flower or vegetable garden is entered in local competi- 
tions and then through the women’s clubs, these com- 


petitions are built into state and national events. It will 
well repay any hardware merchant to make an item by 
item study of Mr. Whiting’s exhibit. 


The Broad View of Clean Up and Paint Up Campaign 


A. PLUMB, national chairman of the Clean Up 
R e and Paint Up committee, gave this definition of 

the campaign work in a recent talk before the 
Western Zone Paint Convention in Salt Lake City: 

“The Clean Up and Paint Up Campaign, with its 
tremendous potential possibilities for the development 
and creation of new business for our industry, is signifi- 
cantly different from the Save the Surface in that it is 
almost entirely developed by interests outside of those 
directly associated with the manufacture, sale and appli- 
cation of paint products. 

“Just briefly, it generally originates with groups which 
have been inspired by the National Clean Up and Paint 
Up Bureau, such as Women’s Clubs, Rotary Clubs, 
Chambers of Commerce, Civic or Administration Off- 
‘cials, Health and Fire Departments, the Clergy or the 
Schools, ete. 

“The general idea of organizing a Clean Up Cam- 
paign is created not with the motive of using more paint 


and varnish, but for the sole purpose of cleaning up the 
town and its properties; for the purpose of educating 
ioreign born children; for tke purpose of teaching 
children, our future citizens, the value of cleanliness; 
property upkeep and conservation; for the purpose of 
removing unsightly buildings and fire hazards, ete. Such 
campaigns immediately receive the indorsement and the 
cooperation of all groups interested in the community, 
including a generous response from the local press. 

“Now, I know that you to whom I[ am speaking have 
some knowledge of the first principles of human nature, 
and that you know that the Clean Up idea is the most 
effective stimulus for the sale of paint of any that could 
possibly be’ provided. This, of course, has been proved 
in scores and scores of instances. Paint sales have 
been doubled, tripled and quadrupled in localities where 
the Clean Up idea has been given opportunity. And, 
men of this great industry, with just a little thought, it’s 
comparatively easy to understand why.” 
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J. F. McGIMPSEY 


Retiring President 


H. E. WILSON 


New President 


A. S. FOSCUE I. 


First Vice-President 


BETTS SIMMONS 


Second Vice-President 


ARTHUR R. CRAIG 


Secretary-Treasurer 


Carolinas’ Silver Anniversary Convention 


Held June 11,12 and 13,at Blowing Rock,N.C. 


annual convention of 

the Hardware Association of 

the Carolinas was held at the 
Mayview Manor Hotel, Blowing Rock, 
N. C., on June 11, 12 and 13. This 
Silver Anniversary meeting was judged 
the best ever held 


25th 


HE 


to be one of 


by the association and the program of | 


activity for the three days was carried 
out without interruption. 
nationally known hardware men spoke 
at the various sessions which were un- 
usually well attended. 
the convention—Blowing 
ceeded all expectations. 
“Profit Program of Henry Brown, 
Retailer” was 
The opening session was 
Jall Room of the Mayview 


Rock 


ex- 


Hardware 
tion theme. 
held in the 


Manor on Tuesday morning, June 11, | 
McGimpsey of | 


with President J. F. 
Morganton, N. C., in the chair. Early 
in the program he delivered his annual 


message which was marked throughout | 


with optimism and constructive sug- 
gestions. 

The work of the past year was re- 
viewed by Arthur R. Craig, secretary- 
treasurer of the association. In his re- 


port, he emphasized the advantages ac- | 


cruing from cooperation, told of legis- 


lation affecting the association mem- | 


In part he said: 
who 


bers. 


“A merchant sees changes 


taking place in everything around him, | 
| comprehensive view of country wide | 


conditions and teach both the theory | 
| and practice of successful retailing to- 


and yet continues in the old way, will 
soon be numbered with the 


beens.’ A teacher almost daily re- 


minded his class that they should not | 
be dissatisfied, but always unsatisfied, | 
for the dissatisfied were not in a men- | 


Several | 
| tunities is making headway. 


The location of | 


rather 


the conven- | 


‘has | 


tal condition for clear thinking; the 
satisfied did not see the need of 


exertion, and only the unsatisfied were 
| observant of their condition and look- | 
ing for higher things. 

“None is so blind as he who will not | 


see, and I would not paint a picture | 
too dark, for there are some light spots | 
in every picture, and the merchant to- | 


day who is making use of his oppor- 


belief that the average 


than upon the 
stores with their tremendous buying 
power to blind our eyes to the many 
advantages which the independent mer- 
chant possesses. A recent’ estimate by 
Prof. Paul H. Nystrom of Columbia 
University that independent 
stores are still doing 61% per cent of 


shows 


the retail business; chain stores only 15 
per cent; department stores 16 per cent; | 
and mail order houses only 3% per 


cent, and the other 4% per cent is 


| taken up by company-owned stores and 
| house-to-house canvassers. 

“With the constructive and helpful | 
| of the Hardware Mutual Fire Insurance 


programs set up by the National Asso- 
and which State Associations 
following, no hardware 


ciation, 
are all 


his convention, for they are nothing 
less than schools which give him a 


day.” 


1H. J. 


It is my | 
merchant is | 
looking upon the things that he lacks | 
things he | 
possesses. We are allowing the multiple | 
| about Adequate Margins. 


re- | 
tailer can afford to absent himself from | 


A review of the work of The Hard- | 
ware Council was then presented by | 


Allison, Glasgow-Allison Co., 
Charlotte, N. C., a member from the 
Southern Hardware Jobbers’ Associa- 


tion. His presentation made clear to 


| the Carolina hardware men just what 


the Council was trying to accomplish. 
Following this, prominent guests were 
introduced before the session ad- 
journed, 

‘Buying for Profit’ was the theme 
of the afternoon which was 
called to order at 2.30 p.m. J. M. An- 
derson spoke on Merchandise Selection ; 
W. G. Poole discussed Buying Concen- 
tration and A. S. Myers talked briefly 
Teamwork 
with Suppliers was the topic ably 
handled by E. W. Duvall, and R. K. 
Wilder presented his thoughts on Mer- 
chandise Movement. A forum dis- 
cussion followed and the summary of 
the session was made by Thomas B. 
Howell, secretary, Virginia Retail 
Hardware Association, whose forceful 
and entirely practical talk on “Buying 
for Profit’ was based on many years 


session 


experience with hardware problems. 


The evening sessions was devoted to 
the annual meeting of the policvholders 


Co. President W. W. Watt presided. 
Reports were discussed and Col. E. W. 
Duvall of Cheraw, S. C., was elected 
vice-president, succeeding the late 
W. K. Holt. Graves J. Smith of 
Goldsboro, N. C., was made a director 
of the insurance company in the place 
of Mr. Holt. 
“Operating for Profit” 
theme for the Wednesday 
(Continued on page 74) 


was the 
morning 
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Volume Without Profit Unimportant, Says 
Hamp Williams in Letter 


Epiror’s Note — The story, 
“The Work of the Hardware 
Council,” which appeared in 
the June 6 issue of HARDW ARE 
AGE, and is mentioned in Mr. 
Williams’s letter, was a pretim- 
inary presentation. As men- 
tioned in that article, subse- 
quent and more specific material 
will be available when the re- 
ports of the Council are finally 
revised. At such time these 
reports will be presented to our 
readers. 


OT SPRINGS, ARK.—In June sixth 
issue HARDWARE AGE, two pages 
are devoted to “The Work of 
the Hardware Council” last April in 
a convention at Biloxi, Miss. The 
heading of this convention report says, 
“No Single Company or Organization 
Can Approach the Scope of Their 
Work” and then it proceeds to tell 
about how careful they were in all de- 
liberations. They commented on the 
ills of distribution paragraph by para- 
graph, but they did not tell us what 
they did. Here is what the report says 
in part. . 
“At the close of the Biloxi con- 
ference there were three basic reports 


(considerably revised). referred to the | 


secretary for final preparation in a form 
which would make them presentable for 
publication. These reports will likely 
be available for publication at an early 
date. 

“At the next session of the Hard- 
ware Council, likely. to be held in At- 
lantic City, N. J., in October, 1929, 
coincident with the joint hardware con- 
vention of manufacturers and jobbers, 
the subject under discussion will be 
based on a realization that the hard- 
ware industry's basic problem is to 
study ways and means by which more 
hardware can be sold by hardware 
wholesalers and retailers. The coun- 
cil will undertake in its very thorough 
way to determine what it can do to in- 
crease such sales of hardware and al- 
lied products.” 

This council says, “The basic problem 
is to study ways and means by which 
more hardware can be sold by hard- 


ware wholesalers and retailers.” That | 


pleases the manufacturers no doubt. 
What does it matter whether we sell 
more or less so long as we don’t make 
a profit? Haven't they told us over 
and over again that volume is wn- 








HAMP WILLIAMS 











important unless we make a_ profit. 


that we can make a profit? Speaking 
ume is sufficient if there was a profit. 
[ can meet chain store competition on 
some considerable numbers of items, 





| Company 


It is predicted that the A. & P. Tea 
will have twenty-five thou- 
sand retail grocery stores by 1930. That 
number of retail stores could handle 
the retail lardware business of this 
country. 

The General Motors and 


ford are manufacturing and dis- 


| tributing their products and are making 


| will eventually 


Why don't they tell us how to buy so | 


for my own hardware business; my vo!- | 


money. 
Woolworth, if they keep growing, 
control their several 

lines and they will soon. begin to ab- 


| sorb the smaller chains. “It is a sur- 


vival of the fittest.” The merging of 
big business is the topic for considera- 
tion. 

We must agree, however, that the 
Hardware Council is a unit in all its 
deliberations and its members are the 
only group of manufacturers, jobbers 


|and retailers who do agree that the 


| 


but I can’t make the profit I must have | 
lif the retailer succeeds in any way 


to stay in business and justify the in- 
vestment, the effort and the expense 
of getting the business. 

We are anxious to read what this 
| Hardware Council did at this meet- 
ing. We are glad they have solve! 
the problem as to how to get volume. 
Now if they will have another meet- 
ing right quick before we go broke 
and tell us how to make a decent profit 
on that increased volume, we will agree 
that “no company or organization can 
approach the scope of the work of the 
Hardware Council.” 





I N all seriousness, I doubt if we 
could find better men to help us solve 
our problems in distribution than those 
who make up the Hardware Council. 
If we could form a hardware chain 
capitalized at five hundred million dol- 


Hardware Council at its head, wonder 
what they would do first. Would they 
start on an educational program? Or 
would they first organize an army of 
manufacturers, jobbers and _ retailers, 
distributed over this country, with one 
head directing the manufacturing and 
distribution of hardware; manufactur- 
ing their own merchandise; establish- 
jing jobbing houses and distributing 
| their products through the legitimate 





| retail hardware dealers strictly under 
| the jobbers’ guidance? If the manufac- 
| turers don’t want to come in, the 
| jobbers and retailers can handle it— 
| and we will, 


fault all lies with the retailers. Now 
the beautiful part of this dream is, that 


plan, the Hardware Coun- 


or by any 
Its members 


ci! can cla'm the credit. 
» sell more hardware and get 


tell us t 


|more volume. I can see where that 


will he'p the manufacturers and job- 


lkers, but | can not see where it he!ps 


us if we must sell at cost so as to get 
the volume. So if we succeed the Coun- 
cil will claim the credit and if we fail 
it told us how to succeed andl we 


wouldn't do it. 


if \M still in favor of a job’ er chain. 
People want to buy from chains; they 
have just got sense enough to know 
that we independent retailers can't buy 
our goods as cheap as the chains— 


which have emillions in money and 


| trained expert buyers with nothing to 


lars or more with the members of the | 


do Lut to buy; while we are with ['mited 
capital and have to do all our buying 
and all our selling, advertising, sweep 
out the store, make fires, dress the 
show-windows, keep books (so we can 
tell all about it), do our own collecting, 
look after wife and babies (if we have 
any), go to church and prayer meet- 
ing and be that good citizen whom the 


| people can rely upon. 


Yes, that’s a good drawing card and 


it’s good for the soul, but you can't 
sell it! And when you have to rely 
upon your goodness for business 

GOOD-BYF—you may get to heaven 


but the chain stores will get your trade. 


Hamp WILLIAMS. 


Henry ~° 


ili Stas ramets 


a RATES 


ss 
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Some Salesmen I Have Known 


By SAUNDERS NORVELL 


ODAY is the hottest 18th of June in forty years 

in New York City. If it wasn’t so hot, it would 

be a fine time to write an article about selling hot 
weather goods. 

While I was thinking about my next article on selling, 
one of the best salesmen I have ever known dropped in 
to see me. He is now the General Sales Manager of 
The Collins Axe Company. His name is P. D. Preston. 
Except for the fact that his hair is a little gray over the 
ears, he hasn’t changed in appearance in thirty years. 

“P, D.” never smokes a cigar. He only chews them. 
It’s a shame to pass him a good cigar and then see him 
just roll it around in his mouth as he talks. 

When I first met “P. D.” we were both salesmen for 
the Simmons Hardware Company. He was traveling 
in Texas and I| was beating up game in Colorado. Then 
I was called home to be sales manager. One of the first 
things I did when I got settled in my new job was to 
start getting the “work-up” of the salesmen’s territories. 
This work-up was simply the sales of each salesman for 
three years, arranged by towns and customers in par- 
allel columns. It did not take long after glancing over 
this work-up to tell how things were going in each sales- 
man’s territory. There were accounts that showed an 
increase. Some showed a decrease and other accounts, 
for one reason or another, suddenly came to an end. 
There were towns where the salesman was doing a large 
business. There were other towns where the salesman 
did very little business. It was my job to write every 
salesman about his territory and find out the whys and 
where fores. 


O Jor ISITE the name of each dealer was the com- 


mercial rating. This gave a pretty fair idea of the size 
of the dealer. Before I would start to work on one of 
these work-ups 1 would have the credit man go over 
ach one and make a note on the accounts that were in 
trouble, behind in their payments or slow pay. 

Whenever a salesman dropped in to see us I always 
a private corner where we would not be 
interrupted, sat down at a table and went over this 
work-up of his territory. I do not think that anything 
I ever did as a sales manager gave me as much informa- 
tion and led to the salesman telling me as much about his 
work as going over these work-ups. 

When I went over the work-up of Preston's territory 
I found a most peculiar situation. Preston either sold a 
dealer most of his goods or he did not sell him at all. 
All of Preston’s accounts were large accounts. Of all 
the salesmen I have ever known I think probably P. D. 
Preston had the knack of selling his customers a larger 
proportion of their purchases than any other man. 

I had often wondered why this was true. Therefore, 
in the old days, I studied Preston. In the first place, I 
noticed he did not have as many accounts as some of 


took him to 


our other salesmen, but as all of his accounts were large 
ones, his total volume of sales was right up at the top 
of all of our Texas salesmen. Another thing I noticed 
about Preston was that he never hurried. He is never 
in a hurry. He is very thorough in all of his work. 
When Preston starts to tell you about any situation, you 
get the story from soup to nuts. 


Or course, I am writing about things that happened 
years ago. Preston traveled in Texas before the days of 
the automobile. I cannot imagine Preston traveling in 
an automobile, jumping in and out of his car and calling 
on ten or twelve accounts per day. Preston never did 
and could not work that way. The automobile has made 
a great change in selling. It has largely increased the 
number of calls that a salesman makes, and it has also 
reduced the size of the orders. Salesmen, of course, are 
traveling faster. They are making more calls, and the 
natural result is the development of what “us boys” 
used to call an “S. T.” order in the old days. I am will- 
ing to bet a good big red apple that there is not a hard- 
ware jobber’s salesman traveling in Texas today, the 
size of whose accounts averages as much as those of 
Preston's twenty-five years ago. 

If a dealer in Preston’s territory decided to buy most 
of his goods from one of Preston’s competitors and just 
used Preston to post up on prices, and gave him a little 
order now and then in return for the posting, “P. D.,” to 
use his own favorite expression, would just “pass him 
up.” 

I remember a quarter of a century ago, when I went 
over P. D.’s work-up and asked why he didn’t sell certain 
accounts, his answer was “I just passed him up.” The 
other day when P. D. called it seemed like old times when 
he used the same expression. In talking about a certain 
case he remarked that the proposition did not appeal to 
him, so he just “passed it up.” 

It is curious, isn’t it, that a man should have such 
characteristic expressions. All of us are limited in our 
vocabularies. All of us use the same words over and 
over again. We use these words unconsciously. <A 
man’s vocabularly is just as much a part of him as his 
fingerprints or the manner in which he walks. 

Did you know that the most characteristic thing about 
a person is his walk? A great detective told me that all 
this stuff about cutting off the hair, shaving off the 
beard, dyeing the hair, or wearing blue goggles in order 
to conceal one’s identity was just poppycock. If any 
good detective wishes to identify a man, all he has to do 
is to take one look at the man’s walk. 

One of the most successful men who ever conducted 
a retail hardware business was Charlie Boettcher of Lead- 
ville, Colorado. Several months ago I happened to be 
walking through Peacock Alley at the Waldorf Astoria 
Hotel. As I walked down there was a man walking 
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-about twenty feet in front of me. I recognized his walk. 
I was sure it was Charlie Boettcher. I had not seen Mr. 
Boettcher for twenty years. I called his name, the man 
turned around, and it was Charlie Boettcher, looking 
just about the same as he did years ago. Since his 
hardware days he went into the beet sugar manufactur- 
ing business and then into banking, and he has become 
one of the great financial men in the country. I under- 
stand he is now living here in New York. . 

There is one outstanding thing about Charlie Boett- 
cher. When I knew him he was the owner of the largest 
retail hardware store in Leadville. Charlie’s peculiarity 
was that he never seemed to pay any attention to any- 
thing inside of his store. If he had a desk in the store, 
I never saw him sitting at the desk. He had a manager 
who seemed to do all the buying and managing of the 
store for him. 

Once I inquired of this manager just what Charlie 
Boettcher’s job was, and I have never forgotten his 
reply. “Well, you see,” said this manager, “all of our 
big accounts are mining concerns. They buy machinery, 
shovels, nails and all this mining paraphernalia in large 
quantities. Charlie,” continued this manager, “devotes 
his entire time and attention to cultivating the personal 
acquaintance of the mine managers who are in charge 
of all this buying.” 

This hardware store in Leadville gave Charlie Boett- 
cher his start. Now I understand he is a multim-!lion- 
aire, and probably the secret of his success has been that 
he has never been a man who wasted much time sitting 
at his desk. Charlie Boettcher always went out after 
the business. He never waited for the business to come 
to him. There is a moral in this little story. 


* 


One of my old salesmen, when I was a hardware job- 
ber, was Mr. E. S. Russell. He decided to go out West 
and grow up with the country, so he went to Everett, 
Washington, and started a retail hardware store. Mr. 
Russell is now president of the Everett Hardware Com- 
pany of Everett, Washington. Just the other day Mr. 
Russell wrote me a letter in which he stated that Mr. 
W. J. Marshall, a salesman for the Schwabacher Hard- 
ware Company of Seattle, Washington, was coming 
East on his vacation, and that he had asked this sales- 
man to drop in to see me. He remarked that Mr. Mar- 
shall was one of the best hardware salesmen in that part 
of the United States. 


So. after a few days Mr. Marshall’s card was brought 
to my desk. What a personality! Of course, he was 
a good salesman. Before he arrived I was feeling just 
a little.blue and depressed. You know, sometimes I get 
that way. But when I saw his smiling face and heard 
his laugh, there was something contagious about his 
good humor. We were soon talking about conditions in 
Washington. We had a lot of mutual friends out there. 
It was very delightful to hear one of these old friends 
again. 

Now, as I am writing about peculiarities of people, let 
me tell you the peculiar thing about Marshall. He did 
not know I was trying him out, but just for fun I asked 
him a number of questions about conditions and things 
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in that territory. How was the fruit crop? Marshall 
knew all about it. What about the price of hops? 
Marshall knew all about that. Well, what was the con- 
dition of the lumber industry? Were the big mills run- 
ning full time or not? So Marshall told me all about 
the lumber mills and just what was happening. 

Well, I said to myself, I will give him another shot 
and see if he is posted. \Vhat about the salmon in- 
dustry? How was the run of salmon last year? What 
months do the salmon run? Is the run of salmon in- 
creasing or decreasing? Marshall told me all about this, 
and then he finished up by telling me a bear story; and 
somehow when he told the story I could almost see the 
bear. He said the bears are very fond of salmon, and 
when the salmon run in the rivers out there in Wash- 
ington and Oregon the bears come down to the river, 
stand up to their middle in the water, catch the salmon 
in their paws and throw them out on the bank. Now. 
of course, this story sounds like a whopper—bears wad- 
ing down into the river and catching fish—but I hap- 
pened to have read somewhere else in a sporting goods 
journal that bears do this very thing, so I knew Marshall 
was posted even on the habits of bears. 

Then the subject of our conversation drifted to Alaska 
and Kodiak Island, and the fact that the bears on Kodiak 
Island are chasing the ranchers off the island. You see, 
on Kodiak Island the bears are protected by law, while 
the cattle are not. The bears have increased so fast that 
now the ranchmen propose to have laws passed protect- 
ing the cattle from the bears. This all sounds funny, but 
it is true. Last year on Kodiak Island the bears de- 
stroyed cattle worth $70,000. 


I: I were a retail hardware dealer, | certainly would 
buy goods from men like W. J. Marshall just for the 
pleasure of having them come around at regular inter- 
vals to talk to me. 

What is the moral of this story? Simply that a sales- 
man should be posted, at least on the territory where he 
travels. He should be able to talk intelligently about his 
territory. Mr. Marshall is not only pleasant, cheerful and 
agreeable but he was most interesting. Young fellow, 
call again. / 

Marshall gave me a piece of advice. He said: “I read 
your articles. Some of them are better than others.” 
Then he looked at me and smilingly inquired: “Do you 
mind my suggesting that you write more human stories ? 
Write about people. Tell us about the people you meet. 
Did it ever occur to you that possibly you meet more 
people and different kinds of people than many men in 
the hardware business—at least more people than we do 
who live in and visit small towns?” 

So I promised him I would try to write some very 
personal articles. Therefore, I trust he will not take 
offense at this one. 


It is queer how you can live in the same town year 
after year and never meet a man. Ed S. Hughes of 
Abilene, Texas, made a great success and a lot of money 
out of the hardware business. From what I have heard, 
his methods were very much like those of Charlie Boett- 
cher. He did more work outside of his store than he 

(Continued on page 73) 
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Ideas Mixed With Items 





Hammacher, Schlemmer 


announce the opening of their 


» SPORTING GOODS 
DIVISION 


saan 


SN NN 
SAS ASS SAS AS NS hs he ha 


WS 





P) 

3 

p) 

< y 

» p 

7 —where you can get the finest equipment ‘ 
* for all of the principal sports. For example: 


< 
. TENNIS: Wright & Ditson, Spalding, and Harry C. Lee 
K Rackets, Balls and Equipment. 


i GOLF: Spalding, MACGREGOR, Wilson's "Ryder Cup® 
and "Walker Cup" Clubs. Dunlop, Silver King, Kro-Flite, 
}§ _Hol-Hi, Bullet and Eagle Golf Balls. 

% FISHING: Hardy, Milward-Bartleet, Percy Wadham's, 
r Shokespeare, Devine and Meisselbach; — fresh and salt 
A water Tackle. 


q 
4 GET READY FOR THE WEEK-END— 


» Tennis Rackets 
Harry C. Lee "Special" 


. Genvine silk gut 
< stringing. Has re- 
Q inforced horizon- 
7 tal and vertical trimming gut 
; thot holds main strings in 







All rockets built with the fa- 

mous “Slotted Throat thar 

insures perfect bolonce and 
absorbs shock of stroke. 


place, insuring additional ac- 
curacy and strength. Bow 
< beveled inside and outside. 
Be foh . . . $695 


re AN ACQUAINTANCE GIFT 

y With the first 1,000 initial purchases of $5.00 or over, made 

< by visitors to our new Sporting 

< Goods Division, we will present 

< one of these genuine J. A. 
Henckels "Twin Brand® knives 

< with Gold Plated Case. (Illustra- 

< tion 4 actual size of knife.) 

< 

-H her, Schl 

; ammeacner, emmer 

g & Co. 


S 4th Ave. at 13th St. Phone STUyvesant 7000 
ig Sporting Goods at our 13th Street Store only 


y So easy to reach—just one block soutn of 14th St. Express 


< stops on both |. R. T. (East Side) and 8. M. T.. subways 
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Interest in goods and ways to use them build 


interest in the store and its values. Every 


item has a story in it. 


BY GUY HUBBART 


66S there any good rule for improvement in hardware 
store advertising copy -—a rule that applies equally 
well to one store’s ads as against. Our space is 
limited but we run small ads regularly and, if possible, 
would like to improve them . . . the two newspapers 
here have about 24,000 circulation each.”—Query. 
These query excerpts bring up an important and timely 
subject of direct interest to wide awake hardware mer- 
chants who believe in the sales building value of news- 
paper advertising. Timely, because the season is coming 
on when regular advertising is needed more than any 
other time of year—midsummer, and because the time is 
here when all hardware stores need to place more and 
more interest in the use of advertising as a part of 
natural growth. 


Only One General Rule 


It is safe to say that there is only one general rule 
applicable alike to any and all hardware stores. And it 
is more of a principle than a rule. This is a practical 
way to state the principle: 

Use at least one idea for every set or group of items 
featured in space. This means that in writing copy de- 
scriptions at the top of a section the writer should try to 
include a thought about the use of the advertised articles, 
a thought that links up with the customer’s interest in the 
goods. 

Copy, in the majority of the hardware store ads, is 
limited to bare descriptions. This is especially true of 
most smaller city ads. This is doubtless due to lack of 
time on the merchant’s part to think up ideas, for surely 
he is just as able as the big town merchant. Also, in 
many quarters, hardware merchandise is viewed as its 
own excuse, the thought being that there is little to say 
that the customer does not already know. 

This is a fallacy that merchants cannot be rid of too 
quickly for several reasons: 

In the first place, the average customer never knows 
too much about all the different items needed every day 
in every home. He or she, true enough, may know what 
a coffee pot is like and what it does. But there are coffee 
pots and coffee pots, each with one or two special features 
of interest to people who can continue to use the old one 
but who might want a new one. The same with scores 
of familiar items. 

Again, it is worth while to keep telling over and over 
even perfectly familiar facts, telling them in new ways 
and presenting new angles about them. This keeps up 
interest and creates new added impulses in the custom- 
er’s mind to visit your store. 
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Put Life Into Your Copy 


And of most importance to one store is the fact that 
no store has the monopoly on the customer’s interests. 

There is no definite standard by which to measure the 
interest-power of copy except the practical one of how 
well customers respond_to offerings. If response is good 
the copy is having effect on the reader’s interest and 
even if the effect is small it is of great value and worth 
any extra effort expended on getting it into copy. 


Comment and Suggestions 


Two interesting ads are shown here. They are from 
stores of different sizes and kind in cities of widely vary- 
ing size, yet, both ads were written and published with 
the same purpose—to attract attention and sell specific 
items as well as non-advertised goods. 

The Hammacher-Schlemmer ad specializes on sporting 
goods. It ran in a big city newspaper, circulation cover- 
ing population so large that there are enough people to 
insure sufficient general response to the two featured 
items. But better daily or immediate response would 
result if five to eight items were featured. 

Typography is handled with skill, as are layout and 
section divisions of space. And the headline and sub 
head present a real idea in a good place—right where 
item descriptions begin to catch the reader’s eye. 

The idea is simple, as it should be. It is linked to the 
word place—“where you can get the finest equipment 
for all the principal sports.” This is followed by de- 
scriptions of the sports. Such lines as this put life in 
what would otherwise be dull, dead, descriptive matter. 
That is why the line is an idea. 

The Danbury Hardware Company ad is an idea in 
itself but it lacks the important element of price. Very 
likely the assumption is that most readers either know 
the price of the featured items or will find it out when 
they come to the store—if they come. Something about 
price is the surest way to bring customers in. 





While ideas and suggestions work wonders in adding 
interest to copy, prices are needed to get a concrete im- 
pression of the values offered. 

Ideas come from the main sources: (1) The merchan- 


dise itself—how it looks, how it is made, the kind of ma- - 


terials and workmanship put into the making, size, price 
and value. (2) From the kind of special need the goods 
supply—time saving, labor saving, comfort, convenience, 
beauty, color, ease of use, etc., and (3) From service 
points—full stocks, good grade, qualities, values and wide 
selection. = 

The best rule for good copy writing is to have some 
one or two specific customers in mind when you sit down 
to write. Then write just as you would talk to the cus- 
tomers in person. If you do this ideas will come easily 
and place themselves where they belong in the copy. Try 
it and see. After writing the description of a new article 
read it to a customer who happens to be in the store. 
Ask her to tell you just how the copy would sound to 
her if she read it in the paper. 


. years 


s bor and keeps 
. weeds, adding much to 
\ the growth of all plants. 











D=— HS OMPANY 
esires onest omparison 
Among 


“Old Hickory” 


The Lawn, Porch and 
Garden 


FURNITURE 


De Luxe 


Beautiful patterns, quaint 
in style and shape. Easy 
and comfortable to use, 
and priced so that every 
one can own a full assort- 
ment. 

Chairs and Rockers. 
Tables and Settees. 
It’s a line that you should 
see to appreciate. 


Announcing 


Bulldog Cord 
Garden Hose 


, A new kind of Hose, as 


flexible as a rope. 
Let us show you. 


*Gator-Hide 
Garden Mulch Paper 


? Gardening under paper 


has for the past two 
proven itself in 
many ways. It saves la- 
down 


We carry all widths and 
both grades. 





Our reéent visitors 
was the 


Beautiful and Talented 


Miss Marion Talley 


Late of the Metropolitan 
Opera Co., accompanied 
by her parents and sister, 
also her legal adviser, Mr. 
Keith and wife, ali of 
whom were deeply inter- 
ested in our wonderful 
stock and store with its 
attractive merchandise. 


MISS TALLEY 


Spent an hour with us 
and it gave us much 
pleasure to 


about. 


Danbury’s 
Greatest Store 


Is- known far and wide as 
one of the most wonder- 
ful shopping centers in 
the east. 





DANBURY 
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Display 
Bootus' 


Many Advantages 
Appeal to Dealers 
for Varied 
Merchandise 
Display 


ISPLAY booths will increase sales in the hard- 
ware store! 

Department stores in the larger cities of the 
country have for several years pioneered in using “‘liv- 
able homes’”—“model kitchens” —and “cozy corners’’ to 
help customers visualize how merchandise will appear in 
their homes. The success of this type of display has been 
gratifying to the store executives aud its popularity in- 
creases yearly. 

The adoption of the model home idea of the depart- 
ment store as a display booth in the retail hardware 
store is entirely feasible and wholly practical. Many 
dealers have used display booths in their stores to help 








sales of kitchen utensils, housewares, electrical appli- 
ances and builders’ hardware. In each instance, the 
underlying principle is to provide a setting for stock to 


be sold. 

A diamond on a jewelers’ tray sparkles and radiates 
its brilliance. Provide a setting for the jewel. Its ap- 
pearance has been more than doubly increased, its beauty 
enhanced and its salability and usefulness improved. 

This display booth is a development of this principle. 
It helps the customer visualize how merchandise will 
appear in the home; aids in selling related items and 
provides greater comfort for salesman and prospective 
customers by separating them slightly from the busy 
sales floor of the store. 

Many dealers have basement 
sales rooms for housewares and 
house furnishings. The con- 
struction of display booths in 
these sales departments is not a 
difficult proposition. 


Fuser board partitions, ex- 
tending at right angles from the 
wall a distance of six to eight feet 
and reaching upward about six or 
seven feet from the floor will be 
found suitable. Electrical fix- 
tures, floor coverings, chairs and 
furnishings may be used to please 
individual taste, remembering 
that the booth is a setting for 
merchandise—and to be subordi- 
nated itself. Entrance doors can 
casily be eliminated. In some in- 
stances doorways should be pro- 
vided between booths to facilitate 
movement. 
























HARDWARE AGE for JUNE 27, 1929 


51 





- 400 Hardware Men Enjoy 
Metropolitan Outing June 18 


About 400 hardware men enjoyed the 
annual outing of the Metropolitan Hard- 
ware Association on Tuesday, June 18. 

The party started early in the morning 
at Port Newark, when the New Jersey 
delegation boarded the Day Line steamer 
Peter Stuyvesant and later joined the other 
groups at West 42nd and West 129th 
Street. The boat sailed to Indian Point, 
where the brave and younger men went 
ashore for baseball and other athletic 
events. The older men, with less courage 
but with a great appreciation of the scenic 
Hudson River, stayed on board and en- 
joyed an extended sail. 

Two fine meals were served, and every- 
body had a most happy day. H. A. Cor- 
nell, as chairman of the outing committee, 
as usual did an unusually fine job. George 
Kohlmeier’s band furnished the music. 
George is also a hardware man. 





W. M. Pratt Will Visit Europe 
Plans to Sail on July 10 


William M. Pratt, president of Goodell- 
Pratt Co. Greenfield, Mass., is sailing 
July 10 on an extended trip in central 
Europe. He will visit at the company’s 
branch in London and will visit its many 
representatives on the Continent. 

Mr. Pratt has always been a keen ob- 
server of market trends and enthusiastical- 
ly forecasts the ever-increasing opportunity 
for quality American made tools. It is 
Mr. Pratt’s hope that a visit with the rep- 
resentatives in the Far East and in South 
America can shortly be accomplished. 





Changes in Sales Department 
Announced by The Hoover Co. 
The Hoover Co., North Canton, Ohio, 


maker of Hoover electric cleaners, an- 
nounces important changes in its sales 
organization. F. M. Rhed will leave the 
post of branch manager at Kansas City, 
Mo., the territory comprising the States of 
Missouri, western Iowa, Nebraska, Kan- 
sas, Colorado and Wyoming, to take up 
the work of director of sales education and 
personnel. Lloyd Doolittle, Dallas, Tex., 
leaves the post of branch manager for 
Texas, Louisiana, Oklahoma and New 
Mexico to take over the vacancy created 
at Kansas City. Harry T. Smith, district 
manager at Seattle, Wash., is promoted to 
branch manager at Dallas. H. R. Kelly 
leaves Spokane, Wash., to succeed Mr. 
Smith in charge of the Seattle territory, 
and R. A. Page, supervisor at Spokane, 
is advanced to the district managership at 
that point. 

All the men advanced in this series of 
promotions are seasoned members of the 
Hoover organization. Mr. Rhed leads with 
a record of 15 years in Hoover ranks, 
having joined the sales force in Kansas 
City in August, 1914. Mr. Doolittle en- 
tered Hoover employ in Dallas in 1917, 
and after serving as district manager was 
made head of the southwest branch when 
it was created a separate unit in 1925. Mr. 
Smith joined the Hoover forces on the 
Pacific Coast in 1918, and has been dis- 


trict manager at Seattle since 1926. Mr. 
Kelly has been with the company since 
1925, and Mr. Page since 1923, having 
joined the ranks in St. Paul, Minn. These 
changes are in line with The Hoover Com- 
pany’s policy of making promotions from 
within the ranks. 


Thorley Heads Art & Styling of 
American Chinaware Corp. 


Announcement has been made of the 
appointment of Joseph Thorley as assistant 
to President J. C. Heckman of the Ameri- 
can Chinaware Corp., Chicago, Ill. Mr. 
Thorley will be in charge of art and 
styling. 








JOSEPH THORLEY 











He comes from a well-known Stafford- 
shire, England, family of artists, sculptors, 
and potters. He has a wide and enviable 
reputation both in this country and Europe 
for his artistic ability and unusual crafts- 
manship. We are told that the Queen of 
England recently purchased a service which 
Mr. Thorley designed for the use of the 
Prince of Wales, while examples of his 
| works are contained in many important 
museums and private collections of this 
country and Europe. 

He has lived in the United States for 
more than two years, and his engagement 
| by the American Chinaware Corp. is par- 
ticularly significant to the trade. General 
offices of the corporation are located at 
37 West Van Buren Street and 208 South 
La Salle Street, Chicago, III. 


New England Tercentenary Con- 
vention, Feb. 20-22, 1930 


| The Tercentenary convention and exhibi- 
| tion of the New England Hardware Deal- 
| ers’ Association will be held at the Me- 
| chanics Building, Huntington Avenue, Bos- 
| ton, Mass., on Feb. 20, 21 and 22, 1930. 
| Headquarters will be at the Hotel Statler. 

The Tercentenary commemorates the 
| 300th anniversary of the landing of the 
| Puritans at Salem, Mass., in 1630. It is 
| estimated that celebrations throughout the 








| 


| 
| 
| 
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| 
| 
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Oil-O-Matics Fifth Convention 
Attended by More Than 3,000 


More than 3000 attended the fifth inter- 
national convention of the Williams Oil- 
O-Matic Heating Corp., held recently at 
the factory in Bloomington, III. 

Dealers, salesmen, and service experts 
gathered for the annual meeting of four 
days’ duration. New products were shown 
to them and department executives ad- 
dressed them on various phases of the busi- 
ness. Three dealer schools followed the 
convention. 

Sessions were held in two new buildings, 
where two meals daily were served the 
visitors. 

C. U. Williams, president of the cor- 
poration, and M. E. Ticen, head of the 
Dist-O-Matic Div., spoke at various ses- 
sions. 


Charles Freshman Co.,_ Inc., 
Advances J. C. Cushman to 
District Sales Manager 


Harry A. Beach, vice-president in charge 
of sales of the Charles Freshman Co., Inc., 


| C. A. Earl Radio Div., New York, N. Y., 


announced recently that J. C. Cushman 
had been appointed southeastern district 
sales manager for the C. A. Earl Radio 
Div. Mr. Cushman will have complete 
supervision over all the southeastern divi- 
sion, including Maryland, Washington, 
D. C., Delaware, Virginia, West Virginia, 
North and South Carolina, Florida, Ala- 
bama, Georgia and Tennessee. 

Mr. Cushman has for several years been 
covering this territory. He makes his head- 
quarters in the District of Columbia and 
will have assisting him S. W. Schwobel 
in Georgia and H. A. Tibbs in Virginia. 


New York Dealers Discuss 
Elimination of Dead Stock 


of the 
Associa- 


For several months members 
Hardware and Supply Dealers’ 
tion of the Manhattan and Bronx Bor-~ 
oughs, Inc., have been studying ways and 
means for reduction of costs by eliminat- 
ing dead stock. At the regular monthly 
meeting, held at Cecil Restaurant, Tues- 
day, June 11, about 23 members reported 
on progress to date. President Matt Kohl- 
meier told how he was working on his bolt 
stock; Secretary C. H. Tilson spoke on 
padlock simplification, and Ed Ferguson 


| gave his findings on a study of roofing 


paper and galvanized ware. Believing that 
in many lines members are carrying large 
stock, many numbers of which are inactive, 
the association plans further intensive 
study of the problem with a view of as- 
sisting dealers to keep their stocks on a 
turnover basis. 

It was decided to adjourn for the sum- 
mer months. The next meeting will be 


| year will attract a vast number of visitors. | held in September. 
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J. A. Turk of Lockwood Co. 
Adds W. Virginia to His 
Territory 
The Lockwood Co., 16 Reade Street, 
New York, N. Y., has recently added the 
State of West Virginia to the territory 

of John A. Turk. 


During the last ten years Mr. Turk has | 


covered for the Lockwood organization 
Ohio, western Pennsylvania, part of Indi- 








J. A. TURK 











ana, and that portion of Kentucky border- 
ing on the Ohio River. 

The Lockwood Co. has recently been 
represented in West Virginia by Henry 
Keidel & Co., Baltimore, Md. Mr. Turk 
will add this State to his other territory 
and make his home in Wheeling, W. Va. 


Oliver Ames Passes Away— 
Prominent Manufacturer 


Oliver Ames, son of Frederick L. Ames, 
and a member of a family long prominent- 
ly identified with the shovel and tool busi- 
ness of this country, died at his home in 
North Easton, Mass., on Tuesday after- 
noon, June 18, following an illness of but 
a few days at the age of 65. 

Mr. Ames was born in North Easton, 
Oct. 21, 1864. His early education was at 
the Adams Academy, Quincy, Mass., and 
at the J. W. C. Nobles’ school, Boston. 
Entering Harvard in 1882, he was gradu- 
ated in 1886, and then with school friends 
made a tour of the world. Following this 
tour he entered the Ames Shovel & Tool 
Co. 

For many years he had large interests 
in many Western and Middle Western rail- 
roads, and served as a director of same. 
In addition, he was a director and largely 
interested in many New England indus- 
tries, including banks, manufacturing com- 
panies and utility companies. He found 
time to serve as trustee of several town 
funds and on water board commissions, 
and to take a great interest in schools 
of local and national reputation. He gave 
a high school to North Easton and do- 
nated generously to Harvard College. 

In 1891 Mr. Ames married Miss Elsie 
West of Boston, who survives him, as do 
two daughters, Mrs. W. A. Parker of 


Westwood, Mass., and a son, Richard 
Ames, in France. Another son, Oliver 
Ames 3rd, was killed in France during the 
late war. 








|New England Iron & Hardware 


Men Reelect 1928 Officers 


At the annual meeting of the New 
England Iron and Hardware Association, 
held Tuesday evening, June 18, at the New 
Parker House, Boston, Mass., retiring 
| officers and directors, with one exception, 
were reelected. George E. McClintic, 
John B. Varick Co., Manchester, N. H., 
was made a director to succeed Charles A. 
\dams, who served as a director for many 
years. 

Franklin EF. Bragg, N. H. Bragg & Sons, 
Bangor, Me., is president, it being his second 
term. William H. Bowe, Herrick Co., Bos- 





| treasurer and secretary. Reports made by 
| various committees showed the association 
is maintaining its membership and that it is 
| in sound financial condition. 
| Resolutions were adopted on the death 
| of Daniel F. Emery, president of the 
| 
] 


Daniel F. Emery Co., Portland, Me., who 
was not only well known in the iron and 
| steel industry, but in State affairs as well, 
and on George F. Blake, president of 
George F. Blake, Jr., & Co., Worcester, 
Mass. 





Kennett Hdwe. Wants Catalogs 


On July 1 the Kennett Hardware Co., 
a retail organization, will open at 127 East 


Kanofsky, president, who was for seven 
years with Delaware Hardware Co., Wil- 
mington, Del., requests jobbers and manu- 
facturers to send their latest catalogs and 
price lists. 





W. G. Hume Has Been in Wire 
Business for Eighteen Years 


Announcement was made in last week’s 
HarpwWareE AGE that W. G. Hume had been 
elected vice-president of the ‘Northwestern 
Barb Wire Co., Sterling, IIl. 

From 1911 to 1915 he was affiliated with 
the Pittsburgh Steel Co., Pittsburgh, Pa., 
at the company’s St. Louis, Mo., branch 
office. Mr. Hume then joined the Keystone 
Steel & Wire Co. at Peoria, Ill., as assis- 
tant sales manager. On June 1, 1925, he 
was made general sales manager, a posi- 
tion he held until June 1, 1929, when he 
resigned and joined the Northwestern Barb 
Wire organization. 

Mr. Hume has an extensive knowledge of 
the wire business, which will be a valuable 
asset in his new position. 








M. T. D’Andrea Is Proprietor, 
Mardan Adjustment Service 


M. T. D’Andrea is the proprietor of the 
| newly established Mardan Adjustment Ser- 
} vice at 154 Nassau Street, New York, 
| N. Y. He was for several years credit 
manager of Chas. J. Smith & Co., whole- 
| sale hardware distributor of New York, 
| N. Y., and Jersey City, N. J. 


States Street, Kennett Square, Pa. Joseph | 


ton, is vice-president, and George J. Mulhall, | 








North Easton and Mrs. Olivia Lodge of | Lou Rhodes Off to China for 


Wooster Brush Bristles 


Lou Rhodes, of The Wooster Brush Co., 
Wooster, Ohio, is one of the foremost 
bristle experts in the United States. He 
sails for China on one of his periodic trips 
to personally select and buy bristle for 
Wooster brushes, and explains: “There is 
scarcely a farmhouse in China that does 








LOU RHODES 











not keep at least one hog. After the hog 
is killed for its meat, the bristles are care- 
fully scraped or pulled from its back and 
kept in a bag for the bristle collectors, who 
purchase or barter bristle from the farmers. 

“Many times these traders are robbed by 
Chinese bandits, and not infrequently fail 
to return, but there is little or no inter- 
ruption in bristle collection, because it has 
become an important source of revenue for 
the Chinese farmer. 

“Thousands of Chinese are constantly 
employed in ‘go-downs,’ sorting, grading, 
dressing and packing these valuable hog 
bristles for our paint brushes, and inas- 
much as approximately 80 per cent of all 
the bristle we use comes from China, we 
consider it very important to keep in close 
personal contact with our sources of 
supply.” 

Mr. Rhodes spends two or three months 
in the interior of China, visiting the “go- 
downs” and bristle collecting centers. 


Philip La Fevre Elting Dead; 
Adams & Elting Co. President 
Philip Le Fevre Elting, president and 

one of the founders of the Adams & Elting 

Co., 1833 Seward Avenue, Chicago, IIL, 

died on June 17 at the Henrotin Hospital, 

Chicago, after a brief illness. He was 

62 years old. 

Mr. Elting was born at New Paltz, 
N. Y., in 1867 and came to Chicago in 
1890. He was identified with paint, oil and 
varnish concerns for many years, serving 
as regional director of the Glidden Com- 
pany, treasurer and director of the Chade- 
loid Chemical Company, and a member of 
the National Paint, Oil and Varnish Asso- 
ciation at the time of his death. 
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Display of Merchandise Is Most Valuable 
J. H. Ganzer Tells Chicago Retail Dealers 


The Grey Room of the Hotel Sherman, 
Chicago, was filled to overflowing on Fri- 
day night, June 14, with the assemblage 
of hardware dealers and their friends who 
had gathered together for the regular 
monthly meeting of the Chicago Retail 
Hardware Association. President Oscar 
Fisher presided. Advance notices inform- 
ing members that J. H. Ganzer, vice-presi- 
dent of Duluth Show Case Co., Duluth, 
Minn., was to be the principal speaker, 
and further advising that special enter- 
tainment had been secured for the occa- 
sion were responsible for the large attend- 
ance. City salesmen representing local job- 
bind firms in the hardware field were in- 
vited guests. 

Mr. Ganzer had chosen “The Value of 
Display” as his topic, and his extensive 
experience in the display equipment field 
provided him with exceilent material for 
a very interesting and intelligent talk on 
this opportune subject. Mr. Ganzer said 
in part: “There is no general rule that 
might be used in.the proper placing of 
display fixtures, or methods of display, that 
would prove universally the best. Circum- 
Each store presents an 
and 


stances alter cases. 
individual problem of 
methods. It would be impossible to assert, 
for instance, that the tool department in 
every store should occupy the same rela- 
tive position. It might be best in one store 
to have the tool section the first depart- 
ment on the right as you entér the door, 
while in another store a like position would 
be unsatisfactory. 

“There are two ways to increase your 
business. One is to sell a higher priced 
article than the customer intended to buy, 
while another way is to sell more articles. 
Open display tables enable you to do both, 
and a large volume of business will re- 
sult from the proper use. Tables devoted 
entirely to cheap merchandise in hardware 
stores are being misused and are not serv- 
ing their real purpose. Tables are un- 
excelled for displaying items selling at 
relatively high figuures, the kind of mer- 
chandise that offers a good margin of 
profit. 

“Ordinarily it is best to place the higher 
priced items in the front compartments, 
where they are easier for the customer 
to reach. The exception to this would 
be small, expensive articles which are more 
susceptible to theft.- In this case, mer- 
chandise of this description should be 
placed in the rear compartments, where it 
is more difficult to reach. It is impossible 
for any man to place the merchandise on 
tables in a specific manner that will secure 
best results in all instances. Different 


arrangement 


arrangements should be tried, to ascertain 
which is best for each store. 

“We have just started in the table mer- 
chandising area and have only touched the 
surface of the possiblities they offer. More 








attention will be devoted to selling in the 
future and less to buying. It is just as 
important to keep the stock on_ tables 
clean as it is to have the goods there 
to sell. Keep them spick and span by 
regularly cleaning and straightening the 
stock. Always have a legible price ticket 
on each compartment, and don’t fail to use 
the larger “talking signs’ in addition. 
These should be placed to the rear of 
each row of compartments. Word these 
“talking signs” with some short but appro- 
priate selling phrase. For example, in the 
case of paring knives, it might read: ‘Good 
Value,’ ‘Excellent Quality,’ or ‘Stainless 
Steel—Can’t Rust.’ 

“In laying out your store, the most de- 
sirable space should be devoted to the line 
that produces the best returns. This is 
not always the line that bears the largest 
margin of profit. If a store has annual 
sales of $15,000 in housefurnishings, $4,000 


in tools, and $3,000 in electrical supplies. | 


Then, if the largest and best display space 
was given over to electrical supplies, while 
the housefurnishings department occupied 
a small, dingy rear corner, it would be 
advantageous to rearrange the store in 
order to further increase the business of 
the outstanding department. 

“Listen to the suggestions made by your 
employees. If they sound feasible, give 
them a trial. When the jobbers’ salesman 
calls, see that he receives an opportunity 
for showing you samples oi new marchan- 
He may have something you would 
be interested in. Sprinkle in the new items 
with the old on your tables. Give them 
a fresh appearance. The new merchandise 
the customers see will make it possible for 
the table to continue to hold their interest. 
We have always advocated that compart- 
ments should be kept filled but never 
heaped up. The size of compartments 
will necessarily be governed by the trade 
in each individual store. Aisle widths 
should be governed by the number of peo- 
ple expected to use them. <A 4-foot aisle 
is plenty wide, although 36-inch or even 
30-inch aisles are often found entirely sat- 
isfactory. Fit the aisles to the number 
of people you have coming in the store. 

“Move departments, shift sections, and 
give your store an altered appearance. Too 
many stores remain unchanged from year 
to year. You can't sell articles that are 
no longer used, no matter how you dis- 
play them. Give the customer a chance 
to see what you have for sale. Unless you 
let the customer see the goods, the oppor- 
tunity for a sale is lost. Remove un- 
salable items from your table and replace 
them with items that will sell. Women 
clerks are demonstrating their value, espe- 
cially for selling table merchandise. A 
woman at from $15 to $18 per week can 
often replace a man who is paid from $45 
to $50. One merchant I talked to tonight 
said: ‘A woman clerk was my _ biggest 
asset last year.’ Always try to sell two 
articles instead of one, either by selling 
a related item or by selling an item the 
customer had no intention of buying.” 


dise. 
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After concluding his remarks, Mr. 
Ganzer replied to dealers’ questions on the 
subject of display, and some interesting 
problems were discussed. At the sugges- 
tion of President Fisher, Mr. Ganzer was 
extended a rising vote of thanks by the 
association. 

J. C. Amis,  secretary-treasurer, an- 
nounced that the first of a series of group 
meetings, planned for the summer months, 
was highly successful, with the result that 
the formation of the Jefferson Park group 
was recently accomplished. Other groups 
are to be organized at regular intervals 
through July and August. They will be 
established on a permanent basis to bring 
about closer cooperation and mutual bene- 





| State 


fits between neighborhood dealers. Gen- 
eral meetings of the association will be 
| discontinued during July and August. 


Friday, Sept. 13, is the date marking the 


| resumption of the regular monthly meet- 


ings of the Chicago dealers. 

After an entertaining program of vaude- 
| ville specialties, offered by professional 
| artists, the meeting was adjourned. 


Autobiography of H. S. Earle 
Provides Much Good Reading 


The Autobiography of “By Gum” Earle, 
a most interesting review of the life and 
activities of Horatio Sawyer Earle, known 
throughout the country as “Good Roads” 
Karle, has recently been published by the 
Review Publishing Co., Lansing, 
Mich. Mr. Earle is affiliated with the 
| hardware industry as_ being president of 
the North Wayne Tool Co., Oakland, Me., 
as well as other manufacturing 
| plants. 

In a most interesting and natural man- 
ner, Mr. Earle has written the story of 
his life up to the present day. Letters, 
manuscripts of speeches and _ testimonials 
are reproduced in full, adding to the read- 
ability of the volume. 

Mr. Earle tells of his early days on a 
farm in Vermont, recalls experience at the 
local school, and relates his plans and hopes 
for a new type grass hook which he in- 
vented. 

The pioneering for good roads in the 
State of Michigan is written in full. At 
one time the author was State Highway 
Commissioner and’ was responsible for the 
first paved roads in the State, earning the 
nickname 


| ot 





several 





“Good Roads” Earle as a result 
his efforts to have good roads. Many 
| monuments have been erected throughout 
| Michigan, honoring Mr. Earle for his 
| earnest efforts for better roads. 

Mr. Earle has written of his World War 
| work and of his activities with the News- 
boys’ Association, of which he was vice- 
president. His college plan in helping boys 
through colleges and universities is ex- 
plained, as are his thoughts on religion and 
politics. 

In the last pages of the book are many 
original witticisms and philosophic thoughts 
which have been gathered by Mr. Earle. 
He has been an active participant in clubs, 
lodges and business organizations. Many 
illustrations add to the interest and value 
of the book. 
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Hardware Jobbers Meeting Demand | 


for Hot Weather Lines 


NEW YoRK, June 26.—Extremely hot weather has left its definite 
imprint on the hardware market. Jobbers are receiving heavy or- 
ders for hot weather merchandise, such as electric fans, ice cream 
freezers, boating, bathing and sport equipment, screen wire and 
lawn sprinklers, oil stoves and refrigerators—in fact, all lines that 
help to minimize the discomfort of the heat. 

As to the outlook for the next few weeks, everything points to a 
satisfactory normal demand for hardware items. The general out- 
look is also good. Steel mills are running at capacity, with no indi- 
cation at present of an early let up. Reports from all sections of 
the country are most optimistic regarding the crops and general 
agricultural conditions. There is a large section of the hardware 
trade keenly interested in the business available through the tourist 
traffic, which is becoming more and more a factor in the year’s 
activities. 

Builders’ hardware demand is lower than desirable, but is show- 
ing some improvement. 

Prices, generally, are not noticeably changed, and collections are 


norma! for this time of the year. 


Bank Debits Off 7 Per Cent to | 


$15,263,000,000 Total | 
Debits to individual accounts, as reported | 


to the Federal Reserve Board by banks | 
in leading cities for the week ended June | 
12 aggregated $15,263,000,000, or 7 per cent | 
below the total reported for the preceding 
week, which included but five business days 
in most of the reporting cities, and 12 per | 
cent below the total for the corresponding 
week of last year. 

Aggregate debits for 141 centers for 
which figures have been published week- 
ly since January, 1919, amounted to ap- 
proximately $14,600,000,000, as compared 
with $15,597,000,000 for the preceding week 
and $16,518,000,000 for the week ended 
June 13 of last year. 





Week’s Price Average 96.6 Per 
Cent, Says Prof. Irving Fisher 


Prof. Irving Fisher of Yale University 
announced on June 16 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 96.6 per cent. 
The May average was 95.9 per cent. The 
purchasing power of the dollar was 103.5 
cents on a 1926 basis of 100 cents. The 
May average was 104.3 cents. 

Crump’s Index of English prices for the 
week on the revised 1926 level was 89.9. 
The May average was 91.3. 

The Italian index on the revised basis 
for the week ended June 8 was 73.7. 





Chain Store Sales Reveal 32 Per 
Cent Increase 


Sales of 47 chain store companies for 
the first five months of 1929 total $1,108,- 
247,772, compared with total sales in the 
same period last year of $834,863,932, a 
32.7 per cent increase, according to a sta- 
tistical analysis of leading chain store se- 
curities prepared by F. A. Brewer & Co. 
Sixty-eight companies now have 48,868 
stores in operation. ‘ 

With 60 chains reporting, sales for the 
year 1928, according to the chart, were 
$3,048,500,924, an increase of 15 per cent 
over the 1927 figure of $2,650,416,659. The 
percentage increase of net for 1928 over 
the preceding year was 13.3. 


Farm Price Average Drops Two 
Points in Month 


The general level of prices received by 
farmers on May 15, at 136 per cent of 
pre-war prices, was 2 points lower than 
on April 15 and 12 points lower than on 
May 15 a year ago, the Department of 
Agriculture announced on June 20. Most 
of the decline, it was explained, was due 
to lower grain and cotton prices, although 
hog, lamb, wool and butter prices were 
also lower. These were partly offset by 
higher prices of potatoes, apples, beef 
cattle, chickens and eggs. 


Country’s 1928 Export Figure 
Tops Five Billion Mark 
Total exports from the United States 
last year were valued at $5,043,973,142, 
according to an analysis of our outbound 
trade by States completed June 17 by the 


| Department of Commerce. More than 80 
| per cent was credited to 13 States, each 


of which reported exports in excess of 
$100,000,000. 

Exports of merchandise from the State 
of New York last year, totaling $861,578,- 
924 in value, comprised more than one- 
sixth of all the exports from the United 
States. 

As compared with 1927, New York ex- 
ports showed an increase of nearly $92,- 
000,000 over the $769,766,896 reported for 
that year, and were very nearly $100,- 
000,000 over the 1926 total of $761,249,789. 

These leading States, following New 
York, were: Texas, $817,002,082; Michi- 
gan, $367,253,146; California, $345,436,658 ; 
Pennsylvania, $292,087,241; Louisiana, 
$235,467,286; New Jersey, $221,530,869; 
Illinois, $206,355,671; Ohio, $196,518,388 ; 
Virginia, $142,504,115; Wisconsin, $137,- 
861,141; Massachusetts, $123,128,927, and 
Washington, $121,638,132. 


Nation’s Employment in May 
Increased Over April 


Employment increased 0.2 per cent in- 
May, 1929, as compared with April, and 
pay-roll totals increased 0.7 per cent, as 
reported by the Bureau of Labor Statistics. 
This report is based upon returns from 
31,109 establishments, having in May ap- 
proximately 5,000,000 employees, whose 
combined earnings in one week were near- 
ly $139,000,000. The industrial groups sur- 
veyed were manufacturing, mining, public 
utilities, trade, hotels, and canning and 
preserving. 

Employment in manufacturing indus- 
tries showed an increase in May, 1929, for 
the first time in May since 1922. Manu- 
facturing industries increased 0.1 per cent 
in May, 1929, as compared with April, and 
pay-roll totals increased 0.2 per cent. 





Nation’s Commercial Failures: 
Show Sharp Decline 


The record of failures in the United 
States continues to make a favorable com- 
parison with that of a year ago, R. G. Dun 
& Co.’s report for this week showing 427 
such defaults in business lines. These fig- 
ures compare with 426 similar insolvencies 
for the week of June 21 and 423 the pre- 
ceding week, while for the corresponding 





week of last year the number was 447. 
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Twin Cities Territory Reports Steady Trade 
and Good Crop Outlook 


MINNEAPOLIS, June 25.—Conditions in the territory tributary to | 


(Minneapolis office of HARDWARE AGE) 


the Twin Cities continue favorable for better than the average crops 


for this year. 


There are a few places where sufficient rainfall has 


been lacking, but on the whole the territory faces very good con- 


ditions for the year. 
fairly good volume. 


General trade is apparently steady with 


The vacation season is upon us, and the number of tourist auto- 


mobiles increases from week to week. 
left as high as $100,000,000 in Minnesota alone last year, and this | 


It is estimated that tourists 


year will see a still larger number of vacationists through the 


Northwest. 
for this part of the country. 


Which is very good trade and development business 


Prices are steady, showing no changes for this week. 


steady, though 
Prices are un- 


AXES.—Demand is 
rather light at present. 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 
Single bit, base weight, unhandled 
axes, $15 to $16.50; double bit, $20.00 
to $21.50; single bit, handled, $19.25; 
double bit, handled, $24.25 doz., net. 
BOLTS.—Call for bolts seems fairly 
good, with stocks ample. Prices have 
not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and lag 
= 60 per cent from standard 
ists. 


BRADS.—Demand is good, with prices 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Wire brads in 25-lb. box at 75 per 
cent from lists. 


BUILDING PAPER.—Deliveries in this 
line are steady, with good volume. 
Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Red rosin sized paper, all weights, 
$2.65 cwt., and tarred felt paper, 
$2.80 cwt., net. 


CHAINS.—Sales in this line are steady, 
though not particularly heavy, Prices 
show no changes. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. TWIN CITIES: 
Log chains, 4 x 14, $12.05; % x 14, 

$9.15; % x 14, $8.60; root | coil chain, 


% in., $10.30; in 40; % in., 
$6.85; 5% in., $7.70 cwt., net. 
CHURNS.—Demand is good, with prices 


steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
3arrel type churns, 3344-5 per cent 
from lists. 


EAVES TROUGH CONDUCTOR 
PIPE AND ELBOWS.—Deliveries in 
this line show a good volume of busi- 
ness. Stocks are well filled, and prices 


firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES 

Eaves trough, 5 in., slip joint, sin- 
gle head, galvanized, In crates, $5.25; 
6 in., $6.40; conductor pipe, 3 in., in 
crates, not nested, $4.90; 4 in., $6.85 
per hundred feet; conductor elbows, 
3 in., $1.73; 4 in., $2.88 doz., net. 





FIELD FENCE.—Sale in this item is 
steady, with fair volume. Prices re- 
main unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Field fence, 9 ga., top and bottom, 
11 ga. intermediate, 26 in. high, $39.69 
per 100 rods, net, with other heights 
in proportion. 
FILES.—Demand for files is good, with 
stocks well assorted. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Nicholson files, 50 per cent and job- 
bers’ brands, 60-10 per cent from list. 


GALVANIZED WARE.—Call for this 
line is steady, with fair volume. Prices 
are firm as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Standard galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
pails, 16-qt., $4.70; 18-qt., $5.50; 
standard tubs, No. 1, $7.15; No. 2, 
$8.00; No. 3, $9.35; heavy, No. 1, 
$13.20; No. 2, $14.40; No. 5. $15.60 
doz. net. 


GLASS AND PUTTY.—There is a fair 
demand for glass, and dealers are keep- 
ing their stocks in good assortment. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single and double strength A grade 
glass Minnesota prices 83 per cent 
from lists; strictly pure putty, in 50 
Ib. steel drums, $4.85 cwt., net. 


LAWN HOSE.—Sale in this line has 
been good, with the best selling time 
still to come. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Lawn hose, ee, black, %- 
in., 500-ft. bales, $7.2 % -in., $8.50; 
56 - -in., 50- ft. lengths, “coupled: 
Manhattan, red, %-in., 500-ft. 
$7.75; %-in., .00; %&-in., 
coupled, $8.05; Good 
6-ply, $9.00; Bull Dog, 
$12.75 per 100-ft. net. 


bales, 
50-ft. 
Luck, 
5-in., 
7-ply, 


| 


$19.95; Riverside, Ball-bearing, 16-in., 
$7.25; 18-in., $8.25 each, net. 

MILK CANS.—Deliveries in this line 

are steady, with good volume. Prices 


have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Milk cans, railroad, wide neck, 8- 
gal., $3.05; 10-gal., $3.15 each, net. 

NAILS.—Demand is good, with prices 
| steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per keg, base. 





LAWN MOWERS.—Lawn mowers are | 


selling well now, at the best time of | 
| stocks ample. 


the season for them. Stocks are well 
filled and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Lawn mowers, Philadelphia, Style 
A, 15-in., $15.75; 17-in., $17.85; 19-in., 


POULTRY NETTING. — Demand for 
poultry netting is still fairly good, with 
stocks ample. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Poultry netting, hexagon mesh, 
per cent from lists. 
PYREX OVENWARE.—Call for this 
line is normal for this time of the year. 
Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
No. 623 $1.00; No. 643 
casseroles, $1.17; No. 634 casseroles, 
.33; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 

24 tea pots, $2; No. 26 tea pots, $2.33: 
No. 953 percolator tops, 7c. each net. 
ROPE.—Demand is good for certain 
sizes. Hay rope is selling well in cer- 
tain sections of the country. Prices 

have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade manila rope, 7-16 in. 
and larger, 24c.; % in. and smaller. 
25c.; best grade sisal, 171 4c. Ib., base. 


SANDPAPER.—Demand is fairly good, 
with stocks well filled. Prices are un- 
changed. 


OBBERS’ QUOTATIONS TO RE- 
ILERS, F.O.B. TWIN CITIES: 
Best grade, sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. pér box of 75 sheets; gar- 

net No. 1, $16.75 per ream, net. 


60 


casseroles, 


T 


| SASH CORD AND WEIGHTS.—Deliv- 


eries are showirtg a fairly good volume 
in this line. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Sash cord, best grade, 65c. Ib. base, 


second grade, 38c. lb., third grade, 
27c. Ib. base, net, and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS.—Deliveries are showing a 
fair volume. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. TWIN CITIES: 
Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37% per cent; round 
head brass, 32% per cent from lists. 
SOLDER.— Demand is good, with 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Warranted half and half solder, 
30% cents lb., and strictly half and 
half solder, 31% cents Ib., net, in 
100-lb. boxes. 
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STEEL SHEETS. — Deliveries are Wheelbarrows, barrel type tray, Bronze wire cloth, 14 x 14 mesh, 
.s r . best grade, $41.30: second grade, $7 per 100 sq. ft. in full rolls, net. 
showing good volume, with prices firm. $34.70 doz., net; tubular, steel tray, pes 
JOBBERS’ QUOTATIONS TO RE- deve & Gopher 2 a age $3.75; American WRENCHES.—Call for wrenches is 
yarden, $6.25 each, net. ‘ b 
oatgong! hes dling eared steady, with stocks ample. Prices have 


TAILERS, F.0O.B. TWIN CITIES: 


Galvanized steel sheets, 24-ga. 

(base), $5.00; black steel sheets, 24- , 5 ic 7 . 

ga. (base), $4.15. Armeo galvanizea | Well filled. Prices have not changed. 

steel sheets, 24-ga. (base), $6.65 ewt., | JOBBERS’ QUOTATIONS TO RE- 

net. TAILERS, F.O.B. TWIN CITIES: 

, . ° P ° | Galvanized barbed cattle wire, $3.11 
TIN.—Call for tin is fairly good for per 80-10d spool; galvanized barbed 
roofing and other lines of work. Prices| 08 Wire. $3.34 per 80-rod spool; No. 
i | (base) smooth galvanized wire, 
nave not changed. } $3.65 ewt., and No. 9 smooth black 

wire, $3. 20 ewt. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Furnace coke tin, ICL, 20 x 
$14.30 box, and roofing tin, 20 x 
8 Ib. coating, IC, $15.50 box, net. 


WHEELBARROWS.—Sales are steady, | 
with stocks ample. Prices show no 
changes. Wire cloth, 12 x 12 mesh, b!ack 


painted, $1.85, and 12 x 12 mesh, 
JOBBERS’ QUOTATIONS TO RE- aluminum finish, $2.25 per 100 sq. ft., 
TAILERS, F.O.B. TWIN CITIES: ' 


WIRE CLOTH.—Demand is good for | 
28, | all kinds of wire cloth, from both 
28 | 

’ | wholesale and retail sources. 
show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


base. 


WIRE.—Demand is good, with stocks | 


Prices | 


not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


wrenches, 60-10 per 

wrenches, 54 per 
wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nuts, 10 in., $1.70; 12 in., 


Agricultural 
cent; keg model 
cent; engineers’ 


$2.60; 15 in., $2.75 each, net. 
Snap-on Wrenches. Radio and 

electric sets in metal cases, 2.75; 

No. 101 Master Service Sets, $13.75; 


No. Heavy Duty Sets, $3.80; No. 
404, Flexible Socket Set, $8; No. 608, 
Crankcase Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1917, Giant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 3344 per 


cent discount. 
$5.65; 8 in., $6.96; 


202, 


Crescent, 6 in., 
and 10 in., $8.64 doz., net. 


Business Is Brisk in Chicago—Some Price 
Revisions Made 


(Chicago Office of HARDWARE AGE) 

CHICAGO, June 25.—Chicago wholesalers report a continuation of 
the excellent demand. Practically all of the staple as well as sea- 
sonable items, are moving in a very satisfactory volume. More 
favorable weather accounts for an increased demand in summer 
lines. Hot weather goods are showing their first real activity of 
the season in most sections within the Chicago trade territory. 

Bathing and boating equipment, lawn goods, ice-cream freezers, 
garden hose, electric fans, oil stoves, refrigerators, screen wire and 
other items required to make hot weather bearable are especially 
active on current orders. Heavy sales still prevail on fishing tackle, 
baseball goods and golf equipment. 

Some prices have been revised. Lower list prices on some types 
of R. C. A. and DeForest radio tubes became effective June 12, and 
the dealers discount is now 40 per cent, instead of 35 per cent. Net 
tube prices to dealers are considerably lower as a result. Local job- 
bers were forced to advance their prices on rubber covered copper 
wire, when depleted stocks were replenished on a higher market. 

Possibilities of advances on coil (pound) chain hose fittings, pre- 
pared roofing, window glass and sisal rope are considered likely. 
3utt prices remain at low figures, with a highly competitive situa- 
tion declared responsible. 

Steel mills in the Chicago area continue to maintain production 
at a full capacity average. No indications of any immediate let-up 
are apparent. Steel prices are from steady to firm and well estab- 
lished. 

The credit situation is little changed, although it is showing some 


improvement. Collections rate a fair to good average. 
AUTOMOBILE ACCESS ORIES.— |! Chains.—Non-skid, dozen pair lots, 
Sal 1 1 I | 35 per cent discount. 
ales are only moderately active. m- | Jacks.—National Standard No, 21, 
provement is expected as vacations get | $1.30 each. , 
Pumps.—Rose, 1% in. cylinder, 
under way. Prices remain steady. $1.85 each. 
i | Tires and Tubes.—Mansfield tires, 
JOBBERS’ QUOTATIONS TO RE- | 36 x 3%, Liberty cord, $4.85; Mans- 
TAILERS, F.0.B. CHICAGO: | field heavy duty oversize, $6.50; Lib- 
Spark Plugs.—Splitdorf for Fords, erty, 32 x 4, $9.50; Mansfield heavy 
50c. each; regular, 58c. each; Cham- duty, 32 x 4, $11.50; Mansfield double 
pion X, 45c. each; Champion Blue service, 29 x 4.50, $13.25; 32 x 6.50, 
Box line, 53c. each; A. C., 53c. each; $27.60. Tubes, 30 x 3%, Mansfield, 
lots of 100, 50c.; A. C. Special Ford, | $1.30 each; 29 x 4.40 Mansfield, $1.50 
36c. each. | each; 30 x 3% Liberty, $1.05 each: 
Spot Lights.—Appleton, No. 3280, | 29 x 4.40 Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 


$6.50 each. 


| Less 10 per cent on casings and 


124%, per cent on _ tubes. 
| BASEBALL GOODS.—Demand is live- 
| ly for this line. Indoor baseballs and 
| autograph model gloves are especially 
| active. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Louisville Slugger Bats, $18.00 doz.: 
Official League Balls, Foldsmith No. 
97, $16.50 doz.; Goldsmith Double- 
Play Fielders’ Glove (Horace Ford 
and Hughie Critz) $6.00 each; Gold- 
smith Bear Cat Special Fielders’ 
Glove, $2.35 each. 

Indoor Basebalils.—Outseam, 12 oz. 
$6.75 doz.; Outseam, 14 oz., $8.75 doz.; 
Playground, 12 oz., $4.00 doz.; Flat 
seam, 14 0z., $7.00 doz. 

BICYCLES.—Sales are heavier than 
| last year. Competitive bikes are ex- 
ceptionally active. Prices are without 
change. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Double 3ar Motor-Bike Model, 
$26.26; ladies’ model 25.90; girls’ 
and boys’ juvenile model, $23.60. 

POTTLING SUPPLIES.—Sales are 
rather quiet. Warmer weather should 
accelerate the demand. Steady to firm 
prices prevail. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Single bottle washer, $4. each; 
double bottle washer, $7.25 each; 
adapter for bottle washer, $1.60 each; 

| sugar spacer, $4.25 each; improved 
| steel bottle capper, $8.00 doz.; crown 
caps, double lacquered in 50 gross 
| lots, 15%c. per gross; syphon hose 
sets, $5.00 doz.; 16 oz. clear bottles, 





$5.00 gross. 
| BUILDERS’ HARDWARE.—A healthy 
demand is reported for builders’ hard- 
ware. Butt prices continue to remain 
| at low figures due to a competitive sit- 
| uation. Other prices are steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

3% x 3% steel butts, old copper 
and dull brass finish, $2.16 per doz. 
pair in case lots; less quantities, 
$2.34 per doz. pair; 4 x 4 steel butts, 


| old copper and dull prass finish, $3 
! per doz. pair in case lots; less quan- 
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tities, $3.12 per doz. pair; heavy steel 

-bevel inside sets, $5 per doz. sets, 
case lots; steel bit-keyed front door 
sets, $1.45 per set: wrought brass, 
bit-keyed front door sets, $2.60 per 
set; cylinder front door sets, $6 per 
set. 


CARPET SWEEPERS.—Demand is ex- | 


cellent. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.0.B. CHICAGO: 
Bissel’s Standard, $36.00 doz.; Uni- 
versal Japanned, $42.00 doz.; Univer- 
sal Nickeled, $46.00 doz.; Grand 
Rapids Japanned and colors, $44.00 
doz.; Grand Rapids Nickeled, $48.00 
doz.; American Queen, $54.00; Parlor 


Queen, $56.00. 
CHAIN.—Demand is excellent. Whole- 
salers’ stocks of coil (pound) chain pur- 
chased at old prices are rapidly becom- 
ing exhausted and advances are ex- 
pected in order to compensate for the 
higher prices now being quoted by chain 
manufacturers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

%-in. Proof coil chain, $8.75 cwt., 
base; trade marked coil chains, 40-10 
per cent off list. 


COPPER RIVETS AND BURRS.— 
Sales are of normal volume. Prices are | 
unchanged, though a lower copper mar- | 
ket would probably bring a price reduc- | 
tion. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Copper rivets and burrs, 30-10 per 
cent discount. 
EAVES TROUGH, CONDUCTOR 
PIPE, ETC.—No early price changes 
expected. Sales are very active this 
month. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
28-gage, single head lap joint gut- 
ter, 5-in., $5.00 per 100 ft.; corrugated 
conductor pipe, 3-in., $4.65 per 100 ft.; 
plain ridge roll, 1%4-in., $4.05 per 100 
ft.; corrugated conductor’ elbows, 
3-in., $1.51 doz. 


ELECTRICAL MERCHANDISE.—Ap- | 
pliances are in excellent demand. Rub- | 
ber covered wire was recently advanced | GLASS 








| 
| 
| 


by local jobbers, when they were forced | 
to replace exhausted stocks at advanced | firm. 


prices. 


and DeForest radio tubes, and a 
change in the dealers’ discount from 35 
to 40 per cent, accounts for lower net 
prices to retailers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Electrical Merchandise. — 14 
rubber covered wire, $7.25 per 7000 | ae 
in less than 1000 ft. lots, $7.50. No. 18 
lap cords, $11.25 per 1000 ft.; in 1000 


brush brass key 
of 25, 12%%c. 
45c. each; in 


ft. lots, $10.50; %-in. 
socket, 13c. each: lots 
each; two-way plugs, 


lots of 10, 40c. each; two-piece at- 
tachment plugs, 74¢c. each; dry cells, 
boxes of 55, 32l%4c. each; less than 
case lots, 35c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4:20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 


9169, $16.65. 

Polar Cub, 
$2.65; 8-in. 
lots of 12, 


Percolator, Universal, 
Electric Fans.—6 in. 
$2.75 each, lots of 12, 
Polar Cub, $3.20 each, 
$3.05; 10-in. Oscillating Cub, 
each, lots of 12, $6.65; 8-in. N 
wind, $4.55 each, lots of 10, 
10-in. cg rg Bs canara $10.50 
each, lots of 10, 0.13. 
et Supplies. Miadio B batteries, 
$1.40 each; case lots of 5, 
. 170. $3 each: packages of 
2 80; No. 772, $2.06 each; packages 
, $1.92; No. 486, $3.20 each: pack- 
oh of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each: in original standard pack- 
ages, $2.06 each. 
75e.; UX- 


UX-171A, 


Radio Tubes.—I'X-201A, 
199, 


$1.20; UX-227, $1.50; 


Reductions effective June 12 in| 
the list price on some types of R.C.A. | 





| 


$1.35; UX-250, $6.60 each: UX245, 
$2.10 each; U K-224, $2.40 each. 
FIELD AND POULTRY FENCE. 


Sales are easing off. Season prices con- 


| tinue unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO: 


National or Prairie. 726-6-12%%, 
$28.68 per 100 rods; 1948-6-14%0, $43.62 
per 100 rods; 2158-6-1l4i%, $48.98 per 
100 rods. 


FISHING 


are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
$1.50 


Bronson Level Winding Reels, 
Winding 


each; Meisselback Level 

Reels, $3.00 each; Heddon Chief 
Dowagiac Reel C4CD, $7.00 each: 
Heddon Golden Rod, $13.25 each; 
South Bend Plunk-Oreno, $8.00 doz.; 
South Bend Crippled Minnow, $6.80 
doz.; South Bend Teaz-Oreno, $5.00 
doz.; South Bend Whirl-Oreno Dis- 
play on cards, $2.00 card; Creek 
Chub Pike Minnow Assortment, $1.00 
asst.; Creek Chub Lucky Mouse As- 
sortment, $4.00 asst.; Creek Chub 
injured Minnow Assortment, $2.00 


asst. 





TACKLE.—Sales are heavy. 
Dealers are having an excellent trade 
in tackle from early vacationists. Prices 
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| is reported for golf balls to retail three 


GARDEN HOSE.—Hose is moving in| 


| excellent volume at present. 


Advances | 


on hose fittings are considered likely 
in view of the higher prices being asked | 


by manufacturers. 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Good quality molded itis hose, 
two braid, %-in., 7c. per ft.; %-in., 
Sc. per ft. Molded hose, one braid, 
5% -in., 6c. per ft.; %-in., 7%c. per 
ft. Five-ply, weageen hose, %-in., 
9\4c. per ft. Lawn sprinklers, Rain 
King, $28 doz.; Original fountain 


doz.; Rainbow, 38-in., 
high, $24 doz. Crown Ring sprinklers, 
$6.80 doz.; Crescent sprinklers, $6.50 
doz.; Whirling Fairy sprinklers, $10.00 
doz.; Flaring Rose sprinklers, $3.80 
doz.; Peoria Nozzles, $4.50 doz.; Rain- 
boy Nozzles, $4.35 doz.; Gem Nozzles, 
$5.25 doz.: Perfect clinching coupl- 
ings, $2.10 doz.; Perfect clinching 
menders, 80c. doz. 


AND PUTTY.—Business 
brisk in window glass. 


sprinklers, $6 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets 87 per cent discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


GRASS CATCHERS.—A 
mand is reported. 
been made in the season’s prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Adjustable, galvanized 
catchers for 14 to 10 in. mowers, 
$8.25 per dozen in full packages. 
Adjustable galvanized bottom catch- 
ers for 18 to 21 in. mowers, $9 per 
dozen in full packages. Adjustable, 
plain canvas bottom catchers for 12 
to 16 in. mowers, $5.90 per dozen; 
adjustable, plain canvas bottom 
catchers, for 18 to 21 in. mowers, 
$7.60 per dozen. 


bottom 


GRASS HOOKS, GRASS SHEARS.— 
| The luxuriant growth of weeds and 
| grass has created an excellent demand. 
| Steady prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Little Giant Grass Hooks, $5.25 
doz.; Sickle Pattern, $3.50 to $8.00 
doz.; Standard Pattern Grass shears, 
$3.50 to $8.00 doz. 


GOLF GOODS.—Sales continue to de- 
| serve an excellent rating. A heavy call 





strong de- 
No changes have 


Market is very 


| 


for $1. 


NAILS, 
Prices are firm and unchanged in this 
market. 


ROLLER SKATES. — The 
about over. 


Prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Hillerich & Bradley Matched Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 
Irons, chromium heads, $4.00 each; 
Lo-Skore Wood Clubs, rustless 
shafts, $3.65 each; Lo-Skore Irons, 
hickory shafts, $2.35 each; Competi- 
tion Clubs, nickel p'’ated heads, 
aluminum cap grip, $1.35 each; Com- 
munity Clubs, Woods and Irons, 80c. 


each; Crawford-MecGregor Uni-Sets, 
22.50 to $28.50 set; Crawford-Mc- 
Gregor Duralite Matched Irons (6 in 
set), $36.00 set; Silver King Golf 
Balls, $7.50 doz.; Royal Golf Balls, 
$6.50 doz. 


HAMMERS AND HATCHETS.—Good 


activity reported on household tools, 
nail hammers, hunter hatchets, etc. 
Prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
Hammers.—First quality 10 oz. 


nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 


hammers, $6 to $8 doz. 


Hatchets.—First quality hatchets, 
No. 2. shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz 


ICE CREAM FREEZERS.—Sales have 
been somewhat stimulated by 
Hose prices are | weather. Season’s prices are unchanged. 


warmer 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


White Mountain. 1 qt., $4.85; 2 
qt., $5.65; 3 qt., $6.75; 4 qt., $8.2 6 
qt., $10.45; 8 qt., $13.50; 10 qt., Sis: 
12 qt., $21.55; 15 qt., $25.60; 20 qt., 
$33.20; 25 gqt., $42.60. List prices 
De valers’ discount on White Mountain 
Freezers is 50 per cent from list. 

Arctic. —1 qt., $4; 2 qt., $4.60; 3 qt., 

5.55: 4 qt., $6.80; 6 qt., $8.60; 8 qt., 
311. 10. List prices. Dealers’ dis- 
count on Arctic freezers is 50 per 
cent from list. 


Alaska-Grey Goose.—1 qt., $3.60; 2 
qt., $4.20; 3 qt., $5; 4 qt., $6.15; 6 qt., 
$7.80; 8 qt., $10.10; 10 qt., $13.50 
List prices Dealers’ discount 
Alaska-Grey Goose freezers is & 
per cent from list. 

Auto Vacuum.—1 qt., $3.50; 
$4: 3 qt., $5; 4 qt., $6. List 
Dealers’ discount on Auto Vacuum 
freezers is 33% cent from list. 

Acme.-—-2  qt., galvanized, 
$8 per doz. net: enameled, 
$10 per doz. net; enameled, 
$18 per doz. net. 


WIRE 


2 Gt. 

prices 

per 
bright 

2 qt., blue 

t qt. blue 


AND STAPLES.— 


Selling volume is improving. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 


L.c.1 
cement 
of Chicago stock, 


quantities common wire and 
coated nails, small orders out 
$3.20 per keg base, 
Mill shipment price is $3.05 base 
Car'oad (36.000 1b.) base for mill 
shipment, still lower. Steel cut nails, 


$4 base. 

No. 9 black annealed wire. $3.20 per 
100 lb.;: No. 9 galvanized, plain wire, 
$3.75 per 100 Ib.; catch weight spool 


wire, $3.80 
staples, 


hog 


galvanized cattle or 
fence 


per 100 Ib.: polished 
3.55 per 100 Ib. 


season is 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Union hardware, boys’, $1.40: 
Union Hardware, girls’, $1.50 
Chicago, No. 101, $1.30: No. 103, 
$1.40; No. 105, $1.40; No. 181, $2.65; 
No. 183, $2.75; No. 185, $2.75. 
| ROPE.—Sales are somewhat quiet. 


Scarcity of sisal fiber may mean higher 


| prices after July 1 


| 
| 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Best manila, standard brands, base, 


22c. per Ib.; No. 2, manila, 20c. per 
Ib.; finest sisal, 15c. per Ib.; No. 2 
sisal, 14%%c. per Ib. 
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SASH WEIGHTS.—Prices unchanged, 
with good tonnage moving. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Less than carload lots, $38 per ton. 
Carload lots, $36 per ton. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Flat bright screws, 45 per cent; 
round head blued, 40 per cent; flat 
head brass, 37% per cent; round 
head brass, 32% per cent. Larger 
orders 10 per cent less. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Stewart, No. 1 clipping machine, 
$14 list; one man power shearing ma- 
chine, $27.50 list; top plates, No. 90 
and 360, $1.50 each; bottom_ plates, 
No. 99 and 361, $2 each. Dealers’ 
discount, 30 per cent. Stewart Elec- 


tric clipping machines, pedestal type, 
$80 list; shearing machines, $95 list. 
Dealers’ discount, 25 per cent. 


STEEL SHEETS (FLAT OR CORRU- 
GATED).—Sales volume is good and 
prices still unchanged. There is still 
much complaint at the reduced (% of 1 
per cent) cash discount offered by the 
sheet mills. 

JOBBERS’ QUOTATIONS TO RE- 


SCYTHES AND SNATHS.—Sales are 
heavy and prices are steady. 
JOBBERS’ eagisey A _ RE. 
TAILERS, F.0O.B. CHICAG 
Grass scythes, $15.50 up per doz.; 
weed and bush scythes, $16.00 up per 
doz.; grass snaths, $14.00 per doz.; 
bush snaths, $16.00 per doz. 
SHEARING AND CLIPPING MA- 
CHINES.—Sales of both machines and | 
parts are satisfactory. The usual taper- fem wes ‘ ees ie 
: ; a alvanized sneets, er 
ing off of the demand is expected | 100 Ie ag y Saw tack wheete, $405 
around July 1. Prices remain steady. | per 100 Ib. 


SCREEN WIRE AND POULTRY 
NETTING.—Season prices continue ef- 
fective. Another good month of selling 
ahead. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


12 mesh, painted screen, cloth, 
$1.95; 14 mesh galvanized, $2. 65; Pa 
mesh bronze, $6.60 per 100 sq. 
galvanized before poultry netting, Bo: 
10-5 per cent. 


SCREWS.—Market is quiet. 
price changes. 





No recent 





Seasonal Lines Active in Pittsburgh— 


Prices Are Holding Well 


tubes, $1.79; 29 x 5.00, $9.90; tubes, 
$1.75; 30 x ap $10.20; tubes, $1.80; 
31 x 5.00, $10.65; tubes, $1.85; 32 x 


PITTSBURGH, June 25.—Seasonable goods are very active gener- 

j j j ini ; 5.00, $11.75; tubes, $1.90; 28 x 5.25, 
ally, and business as a whole is maintaining the improvement re- 311.102 tubes, $1.86; 30 x 5.25, $11.90: 
ported last week. Hot weather has brought out a heavy demand canes, $2.00; (31. x, 5.25, $12. 25; tubes. 
for garden hose and sprinklers, electric fans and screen goods, and goname,,6 ply, 31 x 5.25, $14.70; tubes, 
some jobbers report difficulty in getting shipments from mills as * 16. os, $2.08 


30 x 6.00, $16.15; tubes, $2.25; 31 x 
quickly as they might wish. Farm tools and wire fencing are 


(Pittsburgh office of HARDWARE AGE) 


6.00, $16. 65; tubes, $2.30; 32 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, 317. 55; 
tubes, $2.55. 
Tire display racks, $10.00 each. 
Prices in all instances are each. 


BATTERIES.—Occasional activity in 
flashlight batteries prevents this line 
from being entirely dead. There is little 
movement in radio dry cell batteries. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. PITTSBURGH: 
Broken Unit 
Packages Packages 


moving fairly well out of jobbers’ stocks, but there is a temporary 


lull so far as dealers are concerned on account of the fact that 
farmers are busily engaged with crops. Picnic supplies and camp- 
ing equipment are finding a steady demand which is expected to 
reach even greater proportions before the Fourth of July holiday. 
Sporting goods are also active. Builders’ hardware continues to 
show improvement, but building operations in the district are lower 
than usual and demand for these accessories is far from satis- 
factory. On the other hand, painting supplies are moving consider- 
ably better than was the case in May. 


check activity in the near future and 
reduced sheet mill operations on this 
account will give producers little op- 
portunity to catch up on shipments be- 
fore fall. A few companies report con- 
siderably better movement of wire and 
nails than was the case in May, and any 
falling off in shipments of manufactur- 
ers’ wire is more than offset by a bet- 
ter demand from jobbers for barbed 
wire and fencing. Third quarter prices 
are holding in future contracting on 
most products, although occasional con- 
cessions are made on galvanized sheets 
to large jobbers and on black sheets to 
heavy tonnage users. In many cases, 
however, sheets users will pay more 
for their third quarter requirements 
than they did this quarter. 


AUTOMOBILE TIRES AND TUBES. 
—Slight improvement in demand is re- 
ported from some sources, but business 
is still very slack. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 
Mansfield tires, 4 ply balloon type, 


29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
$8.25; tubes, $1.60; 29 x 4.75, $9.55; and 


Prices are holding well. Changes are 
infrequent at this season of the year, 
although machinists’ vises have recent- 
ly been advanced about 10 per cent by 
the principal makers. There is still 
occasional revision of prices of goods 
into the manufacture of which brass 
and copper enters, but this is merely 
readjustment following the fluctuations 
in the copper market in the spring. Col- 
lections are very satisfactory in towns 
in which the manufacture of steel prod- 
ucts predominates, but in the mining 
districts smaller merchants are having 
difficulty with payments. However, the 
general situation is fairly satisfactory 
and prospects of heavy activity during 
the summer months are encouraging. 

The steel business is still holding up 
far above the average for this time of 
the year, and on such products as sheets 
and plates mill commitments are being 
extended even at this time. No slack- 
ening in operations is reported, except 
perhaps in tin mills, and the pipe units 
are running at a much better rate than 
they were a month or six weeks ago. 
Hot weather, however, is expected to 


No. 


No. 

No. 6 dry cells, ignition type, unit 
packages, 36c. each. 

Flashlights.—No. 935, 6%4c. each; 
No. 950, 6%c.; No. 790, 13c.; No. 705, 
19%c.; No. 750, 13%c.; No. 791, 138c. 
aitot "Shot.—No. 1461, $1. 67; No. 1661, 


BOLTS, NUTS AND RIVETS.—De- 
mand is satisfactory and prices are well 
established. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 
oo styles, 50 per cent off 

st. 

Rivets.—Larger, $3.50 base per 100 
pieces; small wagon and tinner’s riv- 
ets, 60 per cent off list. 

BUILDERS’ HARDWARE.—Gradual 
improvement is reported, but demand 
continues below the usual seasonal rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
antique copper, less than case > 
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lots in 3 x 3 in., $18.50; per 100 pairs; $6 per doz.; 6-qt., $6.60; 8-qt., $7.50; SASH WEIGHTS.—Prices are un- 
3% 59% tn. $58; 4 x & in, $30. 8 wikda Mevers. 12-in., $5 to $8.75 | changed at $42 a ton, f.o.b. Pittsburgh, 
i sg wayyy atrs . 85 a —12- Ss pS. 4 a eis 
per aa? ¢ in tes te ra $100, each; l4-in., $5.25 to $13; 16-in., $0.45 and there is little activity. 
ma ain er doz.: 3.50; 18-i 5 ; 20-in., : ‘ . . . 
extra heavy T,"6 in. $2.50 per doz.; to $13.50; 18-In., $8.50 to $14; 20-In.. | PE EN WIRE GOODS. — Screen 
4 Q , in., .40; light strap, A . F Tige es : yr : iets 
wan” Taavie waaied. one pair in a Sprays.—Bordeaux | ee et Leng doors and windows and wire cloth are 
s s, 2 : P am Site . : * ° s, | ~ 
sere oes, ae we ane ee tbe pair: i oe gM Fm = lead i-lb | meeting heavy seasonal demand, and 
rO- lige 9 23 ar (10 air; a > ua ae at ad, ; oe ; 
vi eaten eer ee oe ee papers, 22c. per Ib.; in 100-lb. drums, poultry netting is already moving sat- 
a! + Ht screWs l6c. per Ib. : oft iy Ivieec are he red 
Hasps. — Hinges, without screws, | . . isfactorily. Prices are unc ranged, 
single dozen lots, 3 in., toc. per doz.; =| MISCELLANEOUS TOOLS.—Machin- JOBBERS’ QUOTATIONS TO RE 
i 79c.; 6 i 0 safety, 3 in., . . b 2 - 
» Mya ion in, $1.66: ‘$1.14; 6 in. ists’ vises have been advanced about 10 TAILERS, F.0.8, PITTSBURGH: 
$1.60 4 | per cent in price. Other items in this Screen Wire Cloth.—I3l: k No Be 
—Swinging inges ) 2 . ee mesh, $1.85 per 100 sq ; opal, Ne 
aoe ee pees, © | classification are unchanged and there is weet wee’ cocuet Mo. ta coum 
Lock Sets.—Heavy beveled, brass | little activity. $6.75. -_ , 
inside, $1/ per doz.; front door, $2.50 Screen Doors,—2 ft. 8 in. x 6 ft. 8 
nan P, Fen inside, $5.25 per doz. ; JOBBERS’ QUOTATIONS TO RE- | in., No. 241, $18 per doz No. 288, $24; 
front door, $1.6 TAILERS, F.0.B. PITTSBURGH: No. 457-G12, $22; No. 315-Bl4, $42. 


} Circular Saws.—6 in., $2.25 each; Screen Windows. Wooden 
FARM, GARDEN AND LAWN.—Gar- | 8 in., $3.00; = in., $4.00. gs ti | extension, 12-33, $3.50 per doz 
i aw 3g Cross Cut Saws.—Simonds Cresce $3.85; 18-33 $1 40: 24-33. $5.10 
den hose, sprinklers and lawn tools are Ground, Nos. 13, 22, 113, 138, 24 eee ee ee ee . 
very active, and rakes, hoes and other | and 325, 5 ft, $5.40; 514 ft., $6; 6 No. 2, $4 per 100 sq », $4.30: 
. : 3 j Na No. 4, $4.65: No. 6, $5: No. 8. $5.50 
farm tools are moving steadily. ar : : : Be arcs , 
- | lectric Drilis.—No. 141, $24 each; Poul Nett miivanized fte 
JOBBERS’ QUOTATIONS TO RE- No. 142, $32; No. 122, $48; No. 562. | eins invcecky P ppt ie oe —_ - — 
TAILERS, F.0.B. PITTSBURGH: | $35.20: No. 382, $41.60. | 
Lawn a cae oe ae Db. Files.—Disston, 50 and 10 per cent | WIRE PRODUCTS.—These items are 
water, $8.55 each; No. 4, 265 off list. Nicholson and Black Dia- hold; Saree fee Sain 
$10.15; No. 5, 265 Ib., $12.70; No. mond, 50 per cent off list. Simonds, holding up fairly well, but there is room 
420 Ib., $14.60; No. 9, 568 Ib., $16. 50. 50 per cent off list. for improvement in wire nails and fenc- 
Garden Hose.—250 oats ft. coils, | Garage Vises.—No. 43, $2 each; No. ing 

1, in., 7T4c. to 9c. per ft a) in., 8c. | 4314, $3; No. 44, $5. | . 

to 10%c ; % in., 9c. to 12%c.; in 50 " 1D —_ . ren JOBBERS’ QUOTATIONS TO RE- 

ft. bakeithe coupled, %4c. per ft. PAINTING SU PPLIES.—Paints are TAILERS, F.0.B. PITTSBURGH: 

higher; nozzles, Seay $5.50 per doz.; | still moving steadily, although the peak | pence Wire 

diz 1.5 z.; Giant, $3.25 per Paras! " saccaes aed (Ss tae 
page Rag By $4 cach; Perfect hose | of seasonal demand has probably | per 100 Ib Annealed Galvanized 
couplings, $2 per doz.; Sherman hose | passed. Prices are unchanged. | 

coupiings, $1.40 per doz.; Perfect hose | a 

menders, 25c. per doz.; hose nipples, JOBBERS a. were 

$2.40 per doz.; hose adapters, $2.25 | TAILERS, F.O.B. PITT a oe 

per doz Ready mixed paints, best grades, 

Forks, Rakes and Hoes.—Manure | $2.60 per gallon; lower grades, $2 No. 14 
forks No 31, $13.63 per doz.; No. (white and dark greens, lic. per gal. No. 15 3.55 
41, $15.24; spading_ forks, No. 84, higher); white. lead, 13%c. per lb. in No. 16 .... 3.7 5: 
$10.80 per doz.; No $14.28; garden 100-lb. lots; 10 per cent less in lots , Barbed wire (per S0-rod spool): 
rakes, No. 014, $5.64 oly to No. 512 of 500 Ib. or more, and extra 4 per 2-point cattle . 
$8.64; No. 514, $9: lawn rakes, No. cent less in lots of a ton or more; pe hog 

2 ek aha - Hn 7 . turpentine, 67c. per gal., in barrel -point hog 
an — ee ee: Se hoes, we lots; raw linseed oil, 12c. per Ib. in {-point peop . 

» ba s. 2-point cattle (speci: a+ Baan 
“Barrows. er ge yy No. : 81, $3. 65 pasEet Its " ° . Field Woven Wire Fence (per 100 
are ae Ag “re ma POULTRY SUPPLIES.—There is still | ous) 
yy 5, $4.50; No. 35, $5.7 occasional activity in fountains and 1047-11 B24 vcs Seeeee 
Trowels.—Garden, No. 7, $1.40 per feeding troughs, but in two or three panei so ce MCT wet 
doz.; No. 803, 90c.; No. 809, $2; No. ‘ > ill nctically dead 726-9 
100, $3.50; No. 85, 80c.: No. 02. 7c. weeks this line will be practically dea ace 
ny orass shigeks and Shears.—Hooks, for the summer season. 939- 9 
N 50 per doz.; No. 450, $4; 
German, $3.60. English, $7. Shears. JOBBERS’ QUOTATIONS TO RE- nye oultry and Fr abbit (No 
No. 360, $3 per doz.; No. 380, $3.60: TAILERS, F.O.B. PITTSBURGH: : No. 1948 “27 
No. 520, $5.50; No. 525, $7; No. 530 Incubators.—No. 1, $21 each; No. NO. 9 
$5.50: No. 540, $6. : 2, $24.50; No. 3, $22.55; No. 4. $38.50; No. 2158 . 

Shears.—Pruning, No. 25, $2 per No. 16E, $15.75; No. 17E, $21; all xy Smaller mesh orn 
doz.; No. O, $4.50; No. 533, $6.50; No. prices net. , lie I a et 
4671, $9; hedge, 8 in., blades, ‘$1.25 Brooders.—No. 117, $10.33 each; No. a Seen yeas aes eee 
to $1.75 each; 9 in., $1.40 to $1.90; | 118, $12.95; No. 119, $1575; No. 80, No A ope 
10 in., $1.60 to $2. E $12.25; No. 81, $12.95; No. 101, $18.55; NO. “2010 sas seeeeeee 60.00 

Pruners.—Tree, Water, $1.30 to No. 102, $22.50; all prices net. Steel Fence Posts ai 
$1.60 each Disston, $2 to $2.10; Rock- Fountains, etc.—Fountains, 25c. to Galvanized Painted 
dale, om 35 to $1.65; McKinney, $2.60 $1 each; feeding troughs, 20c. to S5e. } Tubular Angle Stee 
to $3.60 “ : each; mash hoppers, $1.30 to $2.10 f ; H0e. each 

Sprinklers.—Ring, 60c. each: Rez each, ae : boc. each 38c 
King, $2.60; Giant Rain cine nae Cel-O-Glass.—In 100-ft. rolls, 12¢ | ; de. each — 40¢ 
Pluvius, $1.25. j per sq. ft.; in 50-ft. rolls, 12%4c. per | ee Hs 

Sprinkling Cans.—Galvanized, 4-aqt., sq. ft. Bright nail, base, per keg, 














Unusual Display Features Packard 
Cable Sets 


f ¥own unusually effective window dis- 

play, featuring ignition cable sets 
manufactured by The Packard Electric Co., 
Warren, Ohio, was conceived and arranged 
by Miss Eleanor Bleiler, shown herewith, 
for a suburban Cleveland store. She copied 
each one of the company’s Camoah Gang 
of motor power thieves, shown in adver- 
tising literature, and mounted them on 
heavy cardboard with a wood block base. 
A toy automobile and a hand-lettered sign 
added to the display’s effectiveness. 
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Jobbers’ Sales Running Ahead of Last Year 
—Retailers’ Volume About the Same 


(Boston office of HARDWARE AGE) 


BOSTON, June 25.—With only a few days to go it is assured that 
shelf hardware jobbers’ sales for June will exceed those for the cor- 


responding month last year. 


To accomplish this record, however, 


has required the most intensive sales program ever before under- 
taken by the jobbers, and also has réquired some stretching of 


credits. 


Virtually all of retail buying the past week was confined 


to seasonable goods, although standard merchandise like bolts, nuts, 
nails and builders’ hardware have figured to some extent and job- 
bers have taken some business in clocks for delivery next fall. 
Owing to the protracted dry and hot spell, which has burned lawns 
to a golden yellow, and greatly retarded the growth of garden truck, 


there is an unprecedented demand for rubber hose. 


Manufactur- 


ers of hose are still behind on deliveries, consequently jobbers and 
retailers are losing out on a lot of sales. 
June retail sales, so far as can be ascertained, will not run above 


those of last year. 


At best, they will hold their own. 


While the 


weather has created a tremendous demand for rubber hose it has 


hurt, in a measure, sales of other merchandise. 


Paints are going 


big, however, and building in many New England localities has in- 


creased sufficiently to be reflected in the retail trade. 
toys are selling quite well, as are sporting goods. 


Summer 
With the vacation 


season in full swing retailers find a broader outlet for flashlights, 


watches, camping goods and kindred articles. 


But the retailer is 


meeting stiffer competition every day, and the buying public in 
general is hunting for the lowest price at which he can buy, conse- 
quently people heretofore considered as customers by the retail 
hardware dealer often buy elsewhere. 





ANDIRONS.—Since the summer sea- 
son has opened there has been an im- 
provement in buying of andirons, fire 
sets and screens. The number of re- 
tailers handling such merchandise is 
limited, but those who do have a 
surprisingly good overturn each year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Andirons.—Cast iron, black, $1.25, 
$1.50, $1.80, $2, $2.50, $3 and up to $10 
per pair, net; cast iron with cast 
brass knobs, $4.20, $5, $6 and up to 
$10; cast iron with wrought iron rods, 
$2.40, $2.60, $3 and up to $6 

Fire Sets.—Cast iron with cast 
brass tops, $4, $4.40 and $5 per set, 
net; hammered cast iron and plate 
andifong; $3.20, $3.80, $4, $4.40 and up 
to $12; hammered cast iron, plated, 
with wrought iron rods, $3. 20, $4, $5 
and up to $12. 

Screens.—Folding, black with brass 
trimmings, $2.50, $2.75, $3.50, $4, $5 
and $6 each, net; hammered brass 
plated, $6, $7.50, $8 and $9. Combina- 
tion, black center with brass frames, 
$6. $7.50, $9, $12 and up to $75: 
wrought iron screens, $6.90, $7.50, 
$8.50, $9.50, and up to $765. 


AUTOMOBILE ACCESSORIES.—Re- 
ports on tire and tube sales are still en- 
couraging and there also appears slight- 
ly more doing in other accessories. 
Hardware dealers are experiencing 
growing competition from garages on 
tires. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Tires.—Mansfield line, heavy duty, 
straight side, 30 x 3% in., $8.85 each. 
list; 31 x 4 in., $10.80; 32 x 4 in.. 
$11.50; 33 x 4 in., $12.10; 32 x 4% in., 
$15.55; 33 x 5 in., $21.15; 35 x 5 in., 
$22.70. Discount, 7% per cent. 
Tires.—Mansfield line, balloon, 27 x 
4.40-19, $7 each list; 29 x 4.40-21, 
$7.40; 30 x 4.50-21, $8.25; 30 x 5.00-20, 
$10.20; 31 x 5.00-21, $10.65. Discount 
7% per cent... .- ° 
Tires.—Mansfield line, balloons, six- 
ply, 30 x 4.50-21, $11.05 each listy 30 x 
5.25-20, $14.30; 30 x 5.50-20, $16.05; 35 
x 6.00-28, $19. Discount, 7% per cent. 
Tubes.—Mansfield line, 12 to .the 
carton, 27 x 4.40-19, $15.60 per car- 
ton list; 30 x 4.50-21, $18. Discount 
10 per cent. In less than carton lots, 
10c. per tube should be added to the 
cost. 
Tubes.—Mansfield line, six to the 
carton, 30 x 4.75-21, $9.90 per carton 
list; sy x 5.00-21, $10.50; 30 x 5.25- 


5.50- 0, $13.50; 30 6.00-18, | $12.90: 
x 6.00-19, $13.20;°.32 x 6.00-20, 
313. 80; 33 x 6.50- 21, $16.50. Discount 
10 per cent. In less than carton lots 
10c. per tube should be added to the 
cost. 
BICYCLES AND TIRES.—Things are 
picking up in this line. A boy going to 
spend the summer in the country with 
or without his folks is out of ‘luck un- 
less he has a bicycle. 
JOBBERS’ oS aueton. TO RE- 
TAILERS, F.O.B. BOST 
Bicycles.—Men’s, 20 “ie cies each 
net; 22 in., $30.50; arched bar, $31.25; 





| months in years. 








motor bike type, with double bar, 
32.75. Women’s, 20 in., $32.75; boys’, 
18 in., $29. 
Tires.—Guaranteed, lots of 25 pair, 
2.75 per pair net; Thornproof, lots 
of 25 pair, $3.40 per pair. 
BOLTS AND NUTS.—It is the com- 
mon assertion in hardware circles that 
more bolts and nuts have been sold so 
far this year than in any previous six 
Most jobbers are ad- 
hering strictly to regular list prices, but 
now and then somebody makes a slight 
deviation. Prices, however, are less 


| elastic than noted in this market since 


long before the war. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 


Bolts.—In full packages, ‘arden, 
50 and 5 per cent discount; common 


carriage, 50 and 5 per cent; stove 
bolts, 70 and 10 per cent; coach 
screws, 50 and 5 per cent; Eagle 
carriage, 50 per cent; counter-sunk 
Eagle, 40 per cent; counter-sunk ma- 


chine, 25 per cent. In less than full 
packages, add 25 per cent. 

Nuts.—In full packages, semi-fin- 
ished, U.S.S. and S.A.E., 25 per cent 
discount; castellated, S.A.E., 25 per 
cent. In less than full packages. 


CAMPERS’ GOODS.—Retailers in gen- 
eral are making good window displays 
of campers’ goods and securing excel- 
lent sales results. In turn they are con- 
stantly replenishing stocks, consequent- 
ly jobbers’ bookings are satisfactory. 
JOBBERS’ oS Aeron: TO RE- 
TAILERS, F.O.B. BOST 
_ Compasses. —No. 182, ac net; 
No. 18368, $10 per doz. net; No. 1770, 
$2; No. 5613R, $1.25 each net. 
Axes.—Marble line No. 2 safety, 
2.17 each net; No. 6, $1.50; No. 9, $1. 
Knives.—Marble ong No. 45, $2 
each net; No. 49, $1.50; No. 545, $1.67; 
Richards, No. 1114, $5 ‘per doz. net. 
Universal, No. 0020, 6 in., $17 per 
doz. net; No. 0020, 5 in., $15. 
Camp Stoves.—No. 2, $8.50 each 
net; No. 9, $6.25; Gypsy, $4.70. 


CLAM DIGGERS.—While the field of 
distribution is largely confined to the 
retail trade on or close to the Atlantic 
seaboard, jobbers say their clam digger 
sales so far this year have run consid- 
erably ahead of expectations. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Clam Diggers.— No. 417, 16 in. 
handle, $12.55 per doz. net; No. 0026, 
26 in. handle, $11.60; No. 000PL, 26 
in handle, $15.34. 


CROQUET SETS.—It may be said for 
the first time this season that jobbers’ 
sales of croquet sets are active. It is 
not only quite evident that retail carry- 
overs last year were small, but that 
there is a spirited public demand for the 
sets. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. BOSTON 

Croquet Sets.—Standard cones, 5% 
in. mallet, 4 ball, No. 0, $2.50 per set: 
No. H, $2.80; 8 ball, No. B, $3.40: 6 
in. mallet, 8 ball, No. N, $4.25; 8 in. 
mallet, 4 ball, No. AA, $4.50; No. 
- AA, -$6. -— 2 ae 
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=<ESSSTHE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS. S28 





“Now’s the time to land the 


Fisherman” 


Every fisherman has to have hooks, lines, 
rods, reels, lures and other standard tackle 
items. He knows he needs these and he’s 
coming to your store to ge! them. The 
men in charge of the tackle department 
can sell him what he asks for and let it go 
at that, or he can do a little angling on his 
own, account and land a bigger sale. 


There are no better items for building up 
the sale than Remington Fishermen’s 
Knives. The experienced fisherman knows 
he should have a knife in, his kit that is 
especially designed for him. Show him 
one of these Remingtons and the sale is 


‘easy. 


The novice may not know that he needs a 
knife. All the more reason, for showing 
him a Remington and telling him that no 
tackle outfit is complete without one. 


The two knives illustrated here are among 
the most popular patterns with fishermen. 
R1613 has a disgorger on, the end of the 
handle that makes it serve a double pur- 


pose. R1630 is a big husky with a scaler 
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on the back of the blade, and a lock that 
holds the blade in place when it is open so 
that it can’t close on your hand. Both 
retail at moderate prices and sell in large 
volume. You’ll find they’re fine bait when 
you're fishing for larger sales. Your job- 
ber can supply you. ‘ 


President 


REMINGTON ARMS COMPANY, Ine. | 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
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FLASHLIGHTS AND BATTERIES.— 
Advanced buying of batteries and flash- 
lights by vacationists, automobilists, 
yachtsmen, and country and seaside 
summer home owners is attested by or- 
ders placed by retailers with jobbers 
the past week. 
been excellent. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. BOSTON: 
Flashli _ No. 2602, 62c. each 


net N 4 19c.; No. 2612, 94c.; 
No 2618 Re No 2619 $1.10: No 
2660, 68c.; No. 2671, 84 No. 2672, 


$1.43; No. 2674, $1.75; No. 2694, $2.60; 
No. 2695, $2.28; No. 2697, $1.17; No 
2642, $2.08; No. 2644, $2.40; No. 2645, 
$2.92; No. 6993, $1.17 
Assortments.—No. 1, $3.85 per as- 
sortment net; No. 0, $4.82; No. 71, 
$5.04 
Units.— No. 94, $2.93 each net; No. 
16, $5.04. 
Batteries. 
No. 935, 64%4c. each net; No. 950, 644c.; 
No. 705, 1914c.; No. 790, 13c.; No. 791, 
13c.; No. 700, 13c.; No. 703, 19%c.; 
No. 706, 13c.; No. 734, 40c.; No. 750, 
l3c.; No. 751, 19%c. 
NAILS.—Business in nails is picking 
up, according to jobbers, but they add 
that it is surprising how buyers shop | 
about the market for low prices. There 
has been and is some price shading by 
jobbers and others, yet the price situa- 
tion as a whole is steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 

Nails.—Wire, fram _ store, $3 50 per 
keg base; from mill, in car lots, $2.75 


Eveready, unit cells, 


per keg base f.o.b. Pittsburgh; in 
less than car lots, $3 Cement coated 
nails, in car lots, $2.75 per keg base, 
f.o.b. Pittsburs in les than car 
lots, 3 Cut nail from store, $4.25 
per keg base; galvanized cut nails, 
from ock, 8d, and. smaller, $6.25 per 
100 Ib. base; larger sizes, $6.85. Mill 
shipments, 8d and smaller, $5.75 
base; larger izes, $6.35 Hardened 


steel floor, direct shipments, $7.60 
f.o.b Wareham Mass.; from store 
$8.10. Western cut nails, direct ship- 
ments, in less than car lots, $3.50, 


Business really has | 


Tremont cut nails, direct shipments, 

$3.95 per keg, f.o.b. Wareham. 
POULTRY SUPPLIES.—Activity in 
poultry supplies is confined wholly to 
fountains, feeders, etc., and netting. 


| retail hardware dealers’ rubbish burner 
business. 


Indications are more poultry supplies | 


will have been sold in 1929 than in 1928 
or 1927. The importance of the poultry 


| raising industry in this country is 


growing by leaps and bounds. 


If you | 


don’t believe it, have the government | 


send you statistics on the number of 


| cars of poultry received daily in such 


cities as New York, Chicago, Boston 
and Philadelphia. After reading and 


studying these statistics you will never | 


go short of poultry supplies. 


JOBBERS’ en TO RE- 
TAILERS, F.O.B. BOSTO 

Iincubators.—No. 40, as an net; 
style E, No. 14, $11.50; No. 16, $19.25; 
No. 17, $25.73; No. ‘ $16.25; No. 2, 
$31. 15; No. 3, $40.43; No. 4, $47; No. 
5, $74.90. 

Brooders.—Oil burners, No. 27A, 
200 chicken capacity, $12.25 each net; 
No. 28A, 350 chicken capacity, $14; 
No. 80, 350 chicken capacity, $13.20; 
No. 81, 500 chicken capacity, $15.05; 
No. 101, 500 chicken capacity, $18.50; 
No. 102, 1000 chicken capacity, $22.05. 
Coal burners, _ No. 117, 350 chicken 
capacity, $11.5 No. 118, 500 chicken 
capacity, $15.05: No. 119, 1000 chicken | 
capacity, $18.55. Electric burners, No. | 
90, 50 chicken capacity, $10.15; No. 
91, 100 chicken capacity, $13.83; No. 
92, 200 chicken capacity, $17.33; No. 

93, 300 chicken capacity, $20.65. 

Poultry Netting.—From stock, hex- 






| 
agon, galvanized after weaving, 50 | 


per cent discount: galvanized before 
weaving, 50 and 10 per cent discount. 
Direct mill shipments, galvanized af- 
ter weaving, 50 and 10 per cent dis- | 
count; galvanized before weaving, 50, 

10 and 10 per 


RUBBISH BURNERS.—The hot dry 


| weather and the attending danger of 


| 


| grass and woods fires has speeded up 
rubbish burner sales. The local ge 
chief is the best booster in town for the | 


cent discount. | 


caught napping, 


jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Rubbish Burnere.—Cycions, No. 2, 
in lots of 6, or full bundles, $2 each 
net; in smaller quantities, $2.25 each. 

Covers, $2.12 per doz., net. 


SCREENS AND DOORS.—Retail buy- 
ing of screens and doors has been won- 
derfully good the past two weeks. 
appears that the average retailer was 
because he has de- 
manded prompt shipment from the job- 
ber. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Screen Doors.—From stock, No. 241, 
2.6 x 6.8, $19 per doz. net; 2.8 x 6.8, 
$19.88; 2.10 x 6.10, $20.94; 3.0 x 7.0, 
$21.88; No. 384, 2.6 x 6.8, $26.69: 2.8 
x 6. 2.10 x 6.10; $29.06: 3.0 x 
7.0, $30.13; No. 545G, 2.6 x 6.8, $41.69; 
2 3.13; 2.10 x 6.10, $44.88; 
3.0 x 7.0, $46.44. 

Factory Shipments.—Deduct 10 per 
cent from the above prices. Freight 
is allowed in the distribution of cars 
from factory. 


STEPLADDERS. — Stepladder sales 
continue in good volume, according to 
It appears, however, the gen- 
eral run of retail orders is quite con- 
| servative. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Stepladders.—3 ft., $1.60 onal net; 
4 ft., $2.14; 5 ft., $2.67; 6 ft., $3.20; 
7 ft., $3.73; 8 ft., $4.27; 10 ft., $5.34. 

Nappanee.—No. 211, 3 ‘. ce 
each net; 4 ft., $1.20; 5 ft. . € 
t.. $1.80; 7 ft., "$2. 20; 8 ft, 2 10. 


VISES.—Jobbers have lifted prices on 
| vises approximately 5 per cent follow- 
ing the receipt of new price lists from 
manufacturers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Vises.—Machinists’, 20 per cent off 
the list; combination pipe types, 12% 
per cent off list. 








W. J. Pettee & Co., Oklahoma City, Okla., are consistently good window merchandisers. 


of their appeals to gift buyers for the June bride 
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Just give this handle a quarter turn and the This R-W Rapid Acting Vise is an exclusive 
moving jaw will slide back and forth the full and original Richards-Wilcox development. 


length of the guide rod, wherever The men who, designed it are 
responsible for the largest and 





you want to set it. Another simple 
turn of the handle instantly locks most complete line of fine hard- 


the jaw firmly and rigidly. No Cay ware in America. 


endless turning! A great conve- rere es came, P a 
adjustment of the vise to accom- Send today for R.W catalog. 
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Missouri River Crops Indicate Prosperous 
Outlook, Says Report 


KANSAS CITy, June 25.—Kansas is cutting a wheat crop that will 
bring something like $175,000,000 of new money into that State, 
to say nothing of the rest of the winter wheat belt. 
plies of all sorts are in big demand. Bolts, chain, copper rivets and | 
burrs and binder canvases are in rapid motion. 

Grain bins are especially active. This is an indication that the 
Western farmer plans to have something to say about the price he 
In recent years he has been inclined to market | 
it early in order to get the needed cash. The fact that he can afford | 
to postpone the realization of his income means much as to his 
Though his disposition to store his 
grain may retard current trade somewhat, the ultimate result will 
be to strengthen the resources of the territory and place future 
business upon a more stable foundation. 


gets for his wheat. 


relative economic stability. 


At the same time, the present move- 
ment of hardware is highly satisfac- 
tory. It continues to hold a comforta- 
ble lead over 1928, when conditions were 
regarded as good. In other words, both 
current volume and the outlook ahead 
are pleasing. 

Builders’ hardware is slowing down 
because of the approaching midsummer 
season, but earlier orders in this line 
were fairly heavy; a good fall season is 
expected. Despite the extremely wet 
spring, rubber hose and hose fittings 
have moved well. Lawn sprinkling at- 
tachments participate in this move- 
ment. 

Insecticides and fungicides are also 
active; the moisture has brought para- 
sites that must be cambated. Sprayers 
are in demand. Fencing has moved in 
somewhat more lively fashion than 
usual, though the usual lull is register- 
ing just now. Circulating heaters and 
washers are moving. 

Fans and other hot-weather goods are 
a bit late because of the cool weather 
which prevailed throughout the spring. 

Though the harness demand has sub- 
sided, the movement in this line was 
brisk in its season; more harness and 
leather goods have been sold to date 
by the Missouri River hardware houses 
than they sold throughout the whole of 
last year. This year is regarded as the 
best leather year since 1925. The mar- 
ket is steady, with some uppish talk 
which several leather men say is scarce- 
ly justified, although there is division 
of opinion. Fly-nets, burlap horse cov- 
ers and sweat pads are going briskly. 

That many of the farmers of the 
West are on a substantial footing is re- 
corded by the experience of one large 
implement house: 85 per cent of its 
tractors have been sold for spot cash. 
Among such farmers, naturally, there is 
little talk of Government “relief.” 


BALE TIES.—In line with the excel- 
lent hay crop, bale tie business is good. 





(Kansas City office of HARDWARE AGE) 


Harvest sup- 





Abundant rains have developed a heavy 
growth of all forage. Prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 
Bale ties, 8% ft., 14 ga., $1.39 per 
bundle; 9 ft., 14 ga., $1.46; 7% ft., 15 


15 ga., $1.21 ga. 
% ga., $1.00; ft., $15% ga 
$1.06 ft., 15% ga., $1.13 ft 


r : 7 ss 
16 ga., $0.88; 8 ft., 16 ga., $0.92; 8% 
ft., 16 ga., $0.97. 
BUILDERS’ HARDWARE.—Current 
movement is rather slow, though in the 
earlier part of the season trade was sat- 
isfactory. Prospects for fall are bright. 
No price changes. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Case lots of 2% x 2% steel butts, 
old copper and dull brass finish, 
$19.25 a hundred pair; 3% x 3%, $20 
a hundred pair; 4°x 4, $27 a hundred 
pair; heavy steel bevel inside sets, 
case lots, $5.50 per doz.: steel bit- 
keyed front door sets, $1 per doz. 
set; wrought bronze metal, $2.25 per 
set; cylinder front door sets, awwrought 
bronze metal, $6.50 per set. 


CARRIAGE AND MACHINE BOLTS. 
—Demand is heavy under the stimulus 
of the harvest season. Market steady 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Small carriage, rolled thread, 50- 
10-10-5 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 
eut thread, 50-10-5 off list: small 
machine rolled thread, 50-10-10-5 off 
list; small machine cut, 50-10-5 off 
from list as of April 1, 1927 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Volume for replacement pur- 
poses is still moving out briskly. The 
season has been favorable in every way 
and the movement has continued satis- 
factory for a number of months. For- 
mer prices still hold. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

28 gages, 5 in. lap joint eaves 
trough, $4.75 per 100 ft.; 28 gages, 3 
in. conductor pipe, $5 per 100 ft. | 


GRAIN SCOOPS.—Demand is brisk. 
The big harvest now under way is stim- 





ulating this line. Prices are down fifty 
cents a dozen. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Grain scoops, split handle, corru- 
gated bottom, light weight; No. 6, 
$11.50 per doz.; No. 8, $12.50; No. 10, 
$13.50; No. 12, $14.50. 


LANTERNS.—Business is rather light. 
No change in prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Dietz line of tubular lanterns: Hot- 
blast, Little Star, $8.00 per — hot- 
blast, Hy-Lo, same; hot-blast, O. K.. 
$9.50 per doz.; hot-blast, No. 2 Royal, 
$10.00 per doz.; cold-blast, Junior, 
$8.75 per doz.; cold-blast, Junior 
brass, $16.00 per doz.; cold-blast. 
Junior brass, nickel plated, $20.25 per 
doz.; Junior wagon lantern’ with 
bull’s-eye lens, $17.75 per doz.; 
Eureka driving lanterns with plain 
lens, $19.50 per doz.; Eureka lanterns 
with optical lens, $21.00 per doz.; No. 
15 wall lanterns, $35.00 per doz.; Im- 
perial platform lanterns, $15.00 per 
doz.; No. 1 Climax platform lanterns, 
$6. 06 per doz. 


LAWN SPRINKLERS.—Despite heavy 
and frequent rainfall. the sprinkler 
trade, along with other lawn goods, is 
showing activity. Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Nelson line: Circle, weight per 
doz., 12 lb., brass top with brass 
or cadmium plated bottom, $6 per 
doz.; Crescent, weight per doz., 12 
lb., brass top with brass or cadmium 
plated bottom, $5.50 per doz.; Whir- 
ling Fairy, swivel brass hose con- 
nection, malleable base, 11 inches 
high, $14 per doz.; Can’t Beat ’Em 
sprinkler, diameter, 3% in., height. 
1% in. weight per doz., 15 Ib., $3.05 
per doz. 


MILD STEEL BARS.—Business in this 
line is still brisk and the mills have 
more orders than they can take care of 
with promptitude. Jobbing houses, 
however, are well stocked. Prices man- 
ifest greater strength. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Bars, shapes and small angles, 
$3.56 per cwt. base; structural sizes 
and shapes, $3.66 per cwt.; mild steel 
bands, 3-16 and lighter, $4.21 per 
cwt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.: 
cold rolled square bars, $4.66 per cwt. 

MOPS.—With the opening of summer, 
mops are a bit more conspicuous in cur- 
rent orders. Recent reductions have 
taken effect in the Betty Bright line. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Betty Bright self-wringing mop, 
No. 10, $8.00 per doz.; Betty Bright 
mop cloth, No. 20, $4.25 per doz. 

NAILS.—With a gleam of betterment 
here and there, the price situation is 
still unsatisfactory to sellers, though 
they still yield to the fear of competi- 
tion. Movement is fairly good. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 


~e 
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BOOST YOUR SAW PROFITS 
WITH THE WORLD’S BEST 
SELLING CROSS-CUTS! 


c is just as convenient and more profit- 
able for any Hardware Dealer to handle 
the world famous SIMONDS CROSS-CUT 
SAWS. 


These are nationally known saws that for 
scores of years have led in cross-cut saw 
sales and use. They are the highest quality 
saws—the choice of woodsmen in every 
section of the country. A stock of 
SIMONDS CROSS-CUT SAWS means quick 


turnover and more profit for the dealer. 


Order them from your jobber now 
for immediate or future delivery. 


Simonds Saw and Steel Co. 
“The Saw Makers” 


Hardware Dept. Fitchburg, Mass. 








=e SE. 
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Common wire nails, $3.35 per keg, 
base (see new extras). 


OIL.—Demand is showing an improve- 
ment with the appearance of brighter 
weather. The market is rather weak. 
Turpentine has dropped a cent. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 


taw linseed oil in steel-drum lots, 
9le. per gal.; boiled linseed oil in 
steel-drum lots, 94¢c. per gal. Tur- 
pentine, pure gum spirits, in steel- 


drum lots, 68e. per gal. 
POULTRY NETTING.—Activity is as 
high as ever, with no sign of abatement. 
Nearly every kind of poultry equipment 
is moving briskly. Prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 


Poultry netting, galvanized before 
weaving, 50-10-5 off list; galvanized 
after weaving, 50-5 off list. 


ROPE.—Orders are plentiful and the 
market is strong. Sisal advances are 
still expected. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Highest quality manila rope, stand- 
ard brands, 24c. per lb., base: No. 2 
manila, standard brands, 22c. per Ib. 
base; No. 1 sisal rope, highest qual- 
ity, standard brands, 20c. per Ib.: 
No. 2 sisal rope, standard brands, 
1514c. to 17¢c. per Ib., base. 

SASH WEIGHTS.—Business is not 
brisk in this line at present. The mar- 
ket is rather unsteady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

In one-ton lots or more, $1.80 per 
ewt.; less than ton lots, $1.90 per 
ewt. 


SCREWS.—This line is fairly well rep- 
resented in current orders from dealers. 
Prices are registering a readjustment. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 


off list; round héad brass screws, 

32%4-15 per cent off list. 
SHEETS.—tTrade is lively. The price 
picture indicates a stiffening trend. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 

Galvanized sheets, 24 ga., per cwt., 
$5.25 base; one-pass, cold-rolled, per 
cwt., $4.50; blue annealed, per cwt., 
$3.80. 

STORAGE BATTERIES.—With warm 
weather most worn batteries are regain- 
ing their vigor; consequently business 
is not so good. Prices fairly firm. 





standard terminal, $9.10 each; 6 volt, 
13 plate, $10.75 each; 12 volt, 7 plate. 
$12.85; 6 volt, 11 plate, thin, stand- 
ard terminal, $7.35; 6 volt, 13 plate, 
thin, for Ford and Chevrolet, $8.05. 


ments combine to stimulate the tire 
trade. Prices a bit stronger. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Mansfield automobile, covered by 
standard warranty, 30 x 3%, oversize, 
heavy duty cord, s.s., cl., $7.25: 31 x 
4, $11.40; 32 x 4, ‘$12 10; 33 x 4, $12.70: 
- x 414, $15.95; 33 x 4%, $16.60; 33 x 








, $21.70. Balloon, 29 x 4.40, regular, 


$8: 30 x ws $8.90; 30 x 5.25, $12.50; 
31x 5.25, $12.90; 3i x 6.00, $17.10: 33 
x 6.00, $18. Trucks, 32 x 414, 8 ply, 
$20.55; 33 x 4%, $21. 30; 30 x 5, $26.20; 
32 x 6, $32.40; 36 x 6, 10 ply, $46.60; 
34 x 7, $60.15; 40 x 8, 12 ply, $91.60. 
(All foregoing prices subject to 5 


CROSSINGS: per cent trade discount.) 

Flat head bright screws, 45-20 sy 
per cent off list; round head, blued TUBES.—Weather conditions are fa- 
screws, 40-15 per cent off list: flat vorable to better business. Prices are 
eac rass screws, 37%-15 per cent somewhat healthier. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Mansfield, 30 x 3%, heavy duty, 
tan, $15.60 per doz.; 31 x 4, tan, $12 
per half doz.; 33 x 4, tan, $13. 20 per 
half doz.; 32 x 4%, tan, $15 per half 
doz.; 33 x 4%, tan, $15.60 per half 
doz. Balloon, 29 x 4.40, heavy duty. 
$18.60 per doz.; 30 x 5.25, $12.90 per 
half doz.; 31 x 6.00, $14.70 per half 
doz.; 33 x 6.00, $16.60 per half doz. 
(All foregoing prices subject to 10 
per cent trade discount.) Special 
brand tubes, 30 x 3%, 55 to 70 gage, 
2%-in. pole, reinforced valve base, 
vulcanize sd splice, full size valve, 75c. 
each; 29 x 4.40, 92c. each. 


vr tg y ag t dhe aye = RE WHITE LEAD.—Trade improvement is 
cAoseiebe: ——— registering after a long period of ad- 
Automobile, 6 volt, 11 plate, heavy verse weather. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

White lead, 13%c. per Ib. in hun- 
dredweight lots. 


TIRES.—Hot weather and hot pave-| wipg CLOTH. — Orders are rather 
numerous and prices show some signs 
of strengthening. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Black wire cloth, 12 mesh, $1.85 per 
100 sq. ft.: galvanized, 12 mesh, $2.10: 
14 mesh, $2.55; 16 mesh, $2.85. Bronze, 
14 mesh, $6.50; 16 mesh, $6.90. Cop- 
per, 14 mesh, $6; 16 mesh, $6.25. 





Staple Hardware Lines Increase in Volume 


in Cleveland Market 


CLEVELAND, June 25.—The demand for staple merchandise has 
increased this month, the gain fully offsetting a decline in orders 
for seasonal merchandise. Spring lines show the usual lessening of 


(Cleveland office of HARDWARE AGE) 


doz.; double bitted, handled, $24.50 
per doz.; double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48 Ib. and smaller 
advance for each 6 Ib. additional 
weight increase. 


the demand that develops at this time of the year. Future buying | BATTERIES.—There is still a fair de- 


of fall and winter merchandise is rather light. However, the gen- 
eral volume of current order business is in sufficient size to hold up 
the volume of sales. Jobbers report that their business this month 


is fully as good as during May. 


Lawn mowers are in heavy demand and jobbers are getting a 
good many repeat orders. Automobile tires are going better than 
recently and business has improved in most seasonal sporting goods 
lines. Golf equipment among other lines has become quite active. 
Prices are holding rather steady with no change in quotations. 


service, 29 x 4.50, $13.25; 32 x 6.50, BINDER TWINE.—Jobbers are now 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—tTires are in good demand, 
business having increased quite a little 
recently. Stoves, cots and other equip- 
ment used by tourists are starting to 
move in fair volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty cord, $4.85: Mans- 
field heavy duty oversize, $6.50; Lib- 
erty, 32 x 4, $9.50: Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 


-y x 4.40 Liberty, $1.29 each; 32 x 


Axua. widia the demand is not brisk, 
quite a few orders are being taken for 
fall shipment. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 

First grade single bitted, rustless, 
black finished handled axes, $19.50, 
base, per doz.; unhandled, $15.50 per 
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mand for ignition and flashlight bat- 
teries. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CLEVELAND: 


B and C Radio — 


SS. Rea aa $1 $1.22 
Sy. eee 1.30 1.40 
i EP er 1.92 2.06 
Se Se ne 2.33 2.53 
Oe AE ee 2.80 = 00 
BO BOG so cv eseesekes 2.97 3.20 


Dry Cell A batteries, No. 7111, 
35%c. in standard packages, 40c. in 
broken lots; Columbia igniter. dry 
cell batteries, 32%c. in standard 
packages, 36c. in broken lots. 


$27.50. Tubes.—30 x 3%, Mansfield, ° 
$1.30 each; 29 x 4.40, Mansfield, $1.56 getting some late orders and, taken al- 
each; 30 x 3% Liberty, $1.05 each; together, business has been very good 


50, $2.70 each. — in this line this season. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 

Standard binder twine, $5.73% = 
50 Ib. bale; white sisal, $5.73% per 
bale; second quality standard, $5. 3614 
per bale; fine, 600 ft. lengths, $6.73% 
per bale; extra fine, 650 ft. lengths, 
$7.30 per bale. No difference in price 
between 5 Ib. and 8 Ib. balls. Five 
per cent discount if paid by June 1. 
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YES! 





Nos. 812 and 813 Trolley Garage Door Sets 





Nos. 815 and 816 Three Door 
Trolley Garage Sets 


group of dealers carry- 
ing the National line of 
Builders’ Hardware, write 
us today for full particu- 
lars. Most likely you are 
losing sales daily by not 
being able to say to your 
trade—“Yes, we carry 





No. 853° No. 855 Swivel 
Trolley Hanger Trolley Hanger National ” 


- National Manufacturing Co. 


Sterling, Illinois 





—we carry them 


is the profitable way to greet your 
trade when they call for National 
Hardware. The merits of this famous 
line of merchandise have become so 
widely known that particular people 
call for it by name. 


The motorist, especially, comparing 
values, is insistent upon 


Natienal 


GARAGE HARDWARE 


and the popularity of Nos. 812 and 813 
Trolley Garage Sets, illustrated, makes them 
profitable sets to stock. These Sets include 
No. 855 Swivel Trolley Hanger, which has 


both lateral and vertical adjustment features. 


The Nos. 815 and 816 Trolley Garage Door 
Sets are equipped with the dependable No. 
853 Hanger—a roller-bearing type. 


If you are not identified with the progressive 








National 


makes hardware to 
serve every building 
purpose—a complete 
line. The items be- 
low are all big sellers: 


BARN DOOR HANGERS 
BARN DOOR RAIL 
GARAGE HARDWARE 
DOOR LATCHES 
SCREEN HARDWARE 
STRAP AND TEE HINGES 
HALF SURFACE BUTTS 
MORTISE BUTTS 
ORNAMENTAL HINGES 
CUPBOARD TURNS 
SASH LOCKS 
SASH LIFTS 
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F. O. B. factory, Chicago and Au- 
burn, N. Y., 11%c. per bale less 
than above prices. 


BOLTS AND NUTS.—Call for bolt 
and nuts continues steady. 
being well maintained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 


Machine and carriage bolts, cut 
thread, hot pressed and cold punched 
nuts and lag screws, less than case 
lots, 60 per cent off list; bolts with 
rolled thread, % in. x 6 in. and 
smaller, 60 and 10 per cent off list; 
additional discount of 10 per cent is 
allowed for full case lots of one size. 
Stove bolts, 75 and 10 per cent off 
list; semi-finished nuts in bulk, 60 
per cent off list; 54 per cent for 
packages. 


BUILDERS’ HARDWARE. — W hil 


building activity is light in some of the 
larger centers, a fair amount of work 
is going on in the smaller towns and 


cities and orders continue good. Butt 
are holding at recently revised prices. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 

In case lots, lock sets, $5 per doz.; 
heavy strap hinges, 6 in., $1.55 per 
doz.; 8 in., $2.40 per doz.; extra heavy 
T hinges, 6 in., $1.80 per Moz. ; 8 in., 
$2.70 per doz.; 10 in., $4.25 per doz. 

Butts, case lots, 3 in., and 3% in., 
l6c. per pair; 4 in., 21c. per ‘pair: 
for less than case lots, all sizes are 
2c. per pair higher. Butts with sand 
blasted finish are 4c. per pair higher. 

Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish, $1.15 per doz. 


CELL-O-GLASS.—Demand has slack- 


ened off. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 

Cell-o-Glass in 100 ft. rolls, 12c. 
per sq. ft.; glass cloth in 100 yd. 
rolls, 24c. per sq. yd. 


CHAINS.—Log chain is still an active 


item. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 

Coil chain, 3-16 in., $11.85 per 100 
Ib.; \% in., $10.7 75 per 100 Ib.; 5-16 in., 
$9. 55 per ‘100 Ib.; % in., $7. 85 per 100 
Ib. Cow ties, No. 14, $2.75 per doz.: 
No. 15, $2.50 per doz. Tie-out chain, 
60 per cent off list. 


CORRUGATED ROOFING.—Consider- 
able roofing material is moving from 
jobbers’ stocks. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO _RE- 
TAILERS, F.O.B. CLEVELAND 

28 gage corrugated roofing, 26 in. 
wide, $3.97 for 1% in., and $3.92 for 
214 in., for 10 squares or more. 


ELECTRIC FANS.—Jobbers are doing wire, $3.40 per 80-rod spool. 


quite a good seasonal volume of busi 
ness in these. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 

Polar Cub, 8 in., non-oscillating, 
$3.25 ea.; 9 in., $3.70 ea.; 10 in., oscil- 
lating, $7 ea.; Robbins & Myers, Ss 
in., oscillating, $4.25 ea.; 10 jn., oscil- 
lating, $9.75 ea.; 12 in., ose illating, 
$19.50 ea.; 16 in., ‘oscillating, $22.75 ea. 


GLASS BAKING WARE.—Sales show 
a little gain over a few weeks ago. White lead in 100 Ib. kegs, 13%c 


Prices are 


Some of the orders are for early deliv- 
ery and others for fall shipment. 


s JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Casseroles.—Round or oval, 1 aqt., 
$1; 1% qt., $1.17; 2 qt., $1.33; square 
$1.17; casseroles with fancy covers, 
35c. higher. 

Pie Plates.—8 in., 50c.; 9 in., 60c.; 
10 in., 67c. 

Bread Pans.—No. 212, 60c.; No. 214. 


ogy tility, Dishes.—No. 231, 67c.; No. 
yA 

Teacups.—2 cups, $1.67; 4 cups, $2; 
& cups, $2.33. 


ICE SKATES.—Buying has not got un- 
der way for fall since the recent rees- 
tablishment of last year’s prices. 


e JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 


Union Hardware Co., No. 1624 


8ic. per pair; No. 162414, same nickel 
plated, $1.19 per pair; No. 524% 
S screw clamp hockey, $1.27 per pair; 
No. 424% same nickel plated, $1.60 
per pair; women’s skates, No. 5624, 
$1.12 per pair; No. 562446 same nickel 
plated, $1.44 per pair. Shoe skates, 
$5.25 per pair. 


quite active recently. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Perfect clinching hose couplings, 
$1.90 to $1.95 per doz.; female ends, 
$1.30 to $1.35 per doz.; hose menders, 
80c. per doz.; Rainboy nozzles, $3.80 
to $3.85 per doz.; Crown lawn sprin- 
klers, $5.75 to $6 per doz.; Crescent 
sprinklers, $5.65 to $5.90 per doz. 


been good, being stimulated by the re- 
cent dry spell. Jobbers are taking quite 
a little additional business. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 

2-braid molded uncoupled hose, % 
in., 6%c. per foot; % in., 74c. per 
ft.; % in., 8%4c. per ft.; coupled hose 
is “4c. per ft. higher. 


NAILS AND WIRE.—These are only 
moderately active. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CLEVELAND: 


Nails.—Factory shipment, car lots, 
$2.75 per keg; less than car lots for 
factory and stock shinment, $2.95 per 
keg; other products for stock ship- 
ment, No. 9 galvanized wire, $3.40 
per 100 lb.; No. 9 annealed wire, 
$2.95 per 100 1b.; polished fence 
staples, $3.40 per 100 Ilb.; galvanized 
fence staples, $3.65 per 100 Ib.; coated 
nails, $2.95 per keg 

Barbed Wire. bn: 4- -point cat- 
tle wire, $3.13 per 80- rod spool; hog 


-| PAINTERS’ SUPPLIES.—The demand 
for paints and oils for outside work con- 
tinues good. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 


Mixed paints, first quality, $2.60 


for white. 
Turpentine, in barrels, 6814c. per 
gal.: less than bbl., 83%4c. per gal. 
Linseed oil, in bbls., 90c. per gal.: 
less than bbl., $1.05 per gal. 








per Ib.; in 50 and 25 lb. kegs, 13%c. 
per lb.; in —_ lb. kegs, 14%c. per 
Ib. Quantity discount, 500 Ib. to 1 
ton, 10 per cent. One ton or more, 
10 per cent and 4 per cent 

Enameling lacquers, $1. 20 to $1.65 
per qt. 


POULTRY NETTING AND WIRE 
CLOTH.—Poultry netting is about over 
for the season. Wire cloth is in fairly 
good demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Poultry netting, galvanized after 
weaving, 50 and 10 per cent off list: 
galvanized before weaving, 50, 10 and 
10 per cent off list. 

Wire cloth, per 100 sq. ft., 12-mesh, 
black, $1.95; 14 mesh, galvanized, 
$2.60; 14 mesh, bronze, $6.10; 16 mesh 
bronze, $6.50. 


PRUNING SHEARS.—tThese are in- 
men’s screw clamp skates, polished, active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Pexto shears, No. 85, $21 per doz.: 
No. 50, $6.50 per doz.; No. 5, $3.85 per 
doz.; No. 505, $8.50 per doz.: No. 140 
rose shears, $4.80 per doz.; Wiss 
shears, No. 109, $28 per doz. 


LAWN GOODS.—These have become| PREPARED ROOFING. — Retailers 
still have good stocks and are not 
placing additional orders. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 


Popular grades, light, 88c. per roll: 
medium, $1.15 per roll; heavy, $1.30 
per roll; slate surface roofing, $1.99 
per roll. 


RADIO EQUIPMENT.—Tubes continue 
LAWN HOSE.—Retailers’ sales have | t© move quite well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 


Tubes, CX A anes 112A, $2.50; CX No. 
326, $2; CX No. 327, $3: CX’ No. 380. 
$3. 50; CX No. 371A, $2.50. Dealers’ 
discount from these prices, 35 per 
cent. 


ROPE.—This is still fairly active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 


Best grade manila rope at 22\%c. 
per lb. for factory shipment and 23c. 
per lb. for stock shipment; sisal rope, 
l6c. per lb. for factory shipment and 
16%4c. for shipment from stock. 


SASH WEIGHTS.—The demand is 
slow and prices unchanged. 


JOBBERS’ Aah Sp hs al = JRE- 
TAILERS, F.O.B. CLEVEL 

Sash weights, $36 per nA ae mill 
shipment, $34 per ton. 


STOVE PIPE AND ELBOWS.—While 
early buying is mostly over, quite a lit- 
tle business is still drifting in. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 

6 in., 20 gage stove pipe per crate 
of 25 joints, $3.28 for factory ship- 
ment and $3.55 for stock shipment. 
Same, 26 gage, $3.90 for factory ship- 
ment and $4.25 for stock shipment: 
6 in., corrugated elbows, $1.30 per 
erate for factory shipment and $1.40 
for stock shipment. 


per gal. for colors and $2.75 to $2.80 SHEETS.—Galvanized sheets are still 
in good demand. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 
wn galvanized sheets, $4.60 per 

9 





June Tire Inventories Are Still | liminary inventory figures from Akron and | turers’ hands alone for the month of June. 


Below Requirements 


Total stocks of automobile tires in hands 
of dealers and manufacturers at the start 


of the present month were equivalent t 


approximately one tire to each car rolling, 


other manufacturing centers. 


never figured as “tires” by the trade). 





Tires in hands of dealers at the same 

Tires in hands of manufacturers at the | time are estimated roughly at about 40 
start of June amounted to 17,800,000 casings | per cent, bringing stocks in hands of both 
of all types and sizes (inner tubes are | manufacturers and dealers up to between 
24,000,000 and 25,000,000 tires. Automobile 
>| This compares with 16,931,000 tires at the | registrations at present show there are 
start of May, as reported the previous day | over 25,000,000 cars “rolling,” based on the 


it was estimated by members of the Rub- | by the Rubber Association, an increase of | Government registration figures of 24,629,- 
ber Exchange following receipt of pre-! approximately 869,000 tires in manufac- ! 000 cars at the start of the year. 
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Segalock No. 666—One of the adver- 
tised, jimmy-proof Segal Locks. 





SEGAL 





“Mr. Dealer, meet the man who calls 
when nobody’s home.” Segal national 
advertising is introducing him to over 
26 million people from coast to coast. 
To date several millions have already 
made his acquaintance on the pages 
of the Saturday Evening Post and 
American Home magazines. 


A definite consistently increasing 
demand for Segal Locks is the result. 


Hundreds of orders and_ re-orders 
for Segal Locks and Hardware 
are proving public demand and 


that sold ten 
ousand locks 


dealer profit. Everywhere you go, 
homes, apartments, garages, stores, 
offices, factories, ete., are being “burg- 
lar-proofed” with Segalocks. Link 
your store with Segal advertising, 
make it “Home defense headquar- 
ters” for burglar-proof Segal locks 
Stock, Display and demonstrate 
Segal products for greater profit. 
Write for full particulars. 


Segal Lock & Hardware Co. 


5° Ferris St., Brooklyn, N. Y. 


Burglar-Proof 


LOCKS 





Ha) 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: 
have been copied, the rest will be.” 


“Some of them 











“Are you a doctor?” she asked the 
young man at the soda fountain. 

“No, madam,” he replied, “I’m a 
fizzician.” 





Caller—‘Let me see. I know most 
of your folks, but I have never met 
your brother George. Which side of 
the house does he look like?” 

The small boy in the family—The 
one with the bay window.” 





The sun had long since sank or sunk, 
The moon had rose or risen. 

He slowly put his hand in hern 
‘N she put hern in his’n. 

He said, “We'll live as cheap as one.” 
She smiled’n said she'd try it. 

They're married now, but one of ’em 
Is always on a diet. 





Caller—‘“‘Look here, I want to see 
you about this paragraph announcing 
my resignation from the Chamber of 
Commerce.” 

Editor—“But it’s quite true, isn’t it? 

Caller—“Quite. But I should like 
you to explain why you've printed it 
under ‘Public Improvements.’ ” 





“You're looking fine,’”’ announced 
the doctor to his patient. “Have you 
followed my dieting instructions and 
eaten only what a three-year-old child 
would ?” 

“Yes, doctor,’ was the sad reply. 
“For dinner I had a handful of mud, 
one of coal dust, a button hook and a 
box of safety matches.” 





The Lady: “Has anybody ever of- 
fered you work?” 

The Tramp: “Only once, lidy. Apart 
from that I’ve met wiv nothing but 
kindness.” 





A MODERN VERSION 
Teacher—“Willie, do you 
that the stork brought you?” 

Bill—“*No, I believe it was a lark.” 


believe 





“Half the City Council Are Crooks” | 
|evening talking on Sir Walter Scott 


was the glaring headline. 
A retraction in full was demanded 
of the editor under penalty of arrest. 
Next afternoon the headline read: 
“Half the City Council Aren’t Crooks.” 





Mr. Scott—“Our boy is certainly 
growing fast.” 

Mrs. Scott—‘Yes, he will soon be 
big enough to collect all the money 
you've taken out of his bank.” 





A black hand letter addressed to a 
wealthy man demanded $25,000; other- 
wise they would kidnap his wife. 
Through error the missive was de- 
livered to a poor laborer by the same 
name, who replied: “I ain’t got no 
money, but I’m interested in your 
proposition.” 





A young lady hailed an old-fash- 
ioned horse-drawn vehicle, there being 
no taxicab in sight. Just as she was 
getting in she noticed the horse seemed 
to be frisky. He was jumping about 
and swishing his tail in a way that 
alarmed her—she was a timid little 
thing. 


So she addressed a few words to the | 


aged driver. 
“T hope,” she said, smiling bravely, 
“that you will not run away with me.” 
The cabby sighed mournfully. 
“No, mum,” he replied. “I have a 
. > 
wife and seven kids at home already. 





“Lady,” said the beggar, “could you 
gimme a quarter to get where me fam- 
ily is?” 

“Certainly, my poor man, here's a 
quarter. Where is your family?” 

“At de movies.” 





“T’ve just seen ‘A Midsummer Night's 
Dream,’”’ remarked a realtor. 
“Whose subdivision is that?” in- 


quired his partner. 





The professor had just finished an 


and his works when a lady said: “Oh, 
professor, I have so enjoyed your talk. 
Scott is a great favorite of mine.” 

“Indeed,” said the professor, “what 
one of his books do you like best?” 

“Oh,” answered the lady. “I haven't 
read any of his books, but I am so 
fond of his Emulsion—I’ve used a lot 
of that.” 





Said the Porter “This train goes to 
Binghampton and points east.” 

Old Lady: “Well, I want a train that 
goes to Elmira, and I don’t care which 
way it points.” 





Nobody knows who first hung a derby 
over the end of a trombone, but it*cer- 
tainly looks better there than anywhere 
else. 





Druggist : “Yes, miss, you'll find most 
ladies like this lipstick.” 

Young Girl: “You couldn’t—ah—tell 
me the kind that men like, could you?” 





The prosecuting attorney had en- 
countered a rather difficult witness. At 
length, exasperated by the man’s evasive 
answers, he asked him whether he was 
acquainted with any of the jury. 

“Yes, sir,” replied the witness ; “more 
than half of them.” 

“Are you willing to swear that you 
know more than half of them?” de- 
manded the man of law. 

The other thought quickly. 

“If it comes to that,” he replied, “1 
am willing to swear that I know more 
than all of ’em put together !” 





SLOW! 
Fair American: “Oh, Algy, you En 


| glish are too slow.” 


Englishman: Er—I’m afraid I don’t 
grasp you.” 
Fair One: “Yes, that’s just it.” 
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y AXE & To 
ye CHARLESTON ite! Co 


Manufacturers of 


THE ORIGINAL 


“UNDERAILC’ 


THIN-BLADE LATH and BOX HATCHETS 


Favorites for over 70 years. First made in Nashua, N. H., by 
the UNDERHILL EDGE TOOL CO., which company was acquired by us 
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FRUIT BOX 
PATTERN 
Milled Head 

No. 65. 12 rows. 


144 points 
No. 75. 16 rows. 


CALIFORNIA 
256 
one PATTERN 
(with nail-slot) 
Milled Head 


No. 60-S. 12 rows. 144 points 
No. 70-S. 16 rows. 256 points 


CHICAGO 
PATTERN 
Milled Head No. 40 
9 rows 
81 points 


(4 


~ 


Forged from a NEW STEEL of CHROME-VANADIUM analysis 


recently developed and made 
EXCLUSIVELY FOR US 


The heads are MILLED and hardened—TOUGH. 
Will not break nor batter down. 


TOUGHER and STRONGER than any thin-blade hatchets heretofore produced. 


In addition to the ones illustrated above, we make all of the Underhill Thin-Blade patterns. 


Order through your Jobber 
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The Three Billion Dollar 
Tourist Trade 


(Continued trom page 36) 


year. Many of his friends have built summer homes 
there. Indifference, rather than unkindliness, has al- 
lowed the other town to be eased out of the picture. 

Do not let this happen to your town. If you have 
never catered to tourists, start now and study all the 
various ways and means to get them coming in your 
direction. Three billion dollars! It’s worth going after. 

Whether your community becomes a mecca for the 
summer tourist, or whether it is merely another town 
through which he passes, rests with the live merchants. 
It is not enough to place “welcome” and “call again” 
signs at the entrances to town, and expect a swarm of 
people cager to spend their money. There should be 
a genuine atmosphere of friendliness, and fortunately 
this is usually to be found in smaller towns and cities. 

In preparation for this campaign, the home folks can 
make the town look inviting by fresh paint and repairs 
that give a general air of prosperity and cheerfulness. 
Perhaps no other agency will cause a halt of this pro- 
cession of motorists more effectively than well kept 
homes. All citizens benefit from a live tourist trade 
and they are helping themselves when they help to 
attract it. 

Local newspapers will gladly cooperate; and public 
meetings, in the smaller towns, would yield many new 
and effective ideas that would help to arouse public 
interest in the matter. 

Start now to make a bid for your share of the three 
million dollars that will surely be spread over the 
country this season. 


Only Paint and a New 
/ Entrance 


(Continued from page 37) 


electrical systems of the house to make the tenants better 
customers of his store for the modern home equipment. 
Home modernizing, we believe, is the key by which 
many merchants in well settled, delightful communities 
can keep around them contented, prosperous people who 
have long been his customers and who are considering 
removal to more modern communities in order to get the 
up-to-date surroundings that they believe to be impossible 
in their present location. Dissatisfied home owners are 
seldom good customers of the hardware store. They 
neglect painting and repairs; neglect the furniture in 
their homes with a view of discarding or selling it when 
they remove to the new home. The merchant who can 
persuade these people to remodel their homes will not 
only make for himself a contented customer but aid them 
in their happiness. The Home Modernizing Bureau of 
228 Notth LaSalle Street, Chicago. will help--~ --~~- 
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~ Some Salesmen I Have Known 


(Continued from page 47) 


did inside the store. Ed S. Hughes was mixed up in 
everything that happened in Abilene, or in the vicinity 
of Abilene. He knew everybody and everything that 
was going on. 

While I never see him I hear he is living in New 
York. From time to time people drop in and speak of 
Ed S. Hughes. The other day a banker called on me 
and talked about the organization of a chain of hard- 
ware stores, with one central jobber as a source of sup- 
ply. He referred to Ed S. Hughes. 

By the way, this chain store idea is boiling all over 
the country. I happen to know of one or two chains 
that are trying to get started in the southeast. There is 
one in Oklahoma, another in northwestern Texas and, of 
course, we have all heard about the big chain that is 
under way in California. 


‘te E idea back of this new development is interesting. 
The plan is to have one jobbing house in a central loca- 
tion with 100 to 500 retail hardware stores all combined 
together, buying their goods from this one jobbing 
house. 

I have been studying these proposed organizations. 
In some cases the retail stores are planning to buy their 
own jobbing house. In other cases the jobbing house is 
planning to buy out the retail stores. Time after time 
I have been asked what I think of these plans. Will 
such combinations, or amalgamations, be profitable? My 
answer has been, like the moral to several of George 
Ade’s fables, “It all depends.” What do I mean by this? 
I mean that it all depends upon the set-up of the organi- 
zation, and above all upon the management. 


M ercuants go into these schemes from various 
motives. Some wish to work a stock jobbing idea, the 
plan being to unload the stock on the market. Others are 
tired of their business and go into such a scheme as a 
good plan to sell out at a high price. Others figure out 
that they can get a larger salary working for one of 
these chains without much investment than they could 
earn in their business, with a considerable risk and a large 
investment. 

No business is a success unless those in charge of the 
business work with the one unselfish idea of making that 
business successful. Where the various men in any busi- 
ness simply think of their own personal interests the 
chances are that business will not succeed. The great 
problem in all these new developments is to secure the 
right kind of management. 





Bathing Suit Industry Sees Large Gains 


ROWTH of the popularity of swimming and the 

construction of pools in inland towns where for- 
merly only a nominal business was done are large con- 
tributing causes to the increase of the bathing suit busi- 
ness, according to leading manufacturers. The present 
year is looked upon as a banner prospect, and inc1easing 
orders are being received. 








aeicoueresengetlstieital inner canine neni 


falas 








No. 220 


All you can possibly 
seek in sturdy, prac- 
tical quality, precise 
uniformity and su- 
perior finish—is em- 
bodied in the entire 
line of GRIFFIN Hinges 
and Butts. 7, 7 +7 + 


ERIE, PENNSYLVANIA 
yanch Offices 
Sop Nest, 65 Barren st. 
San Francisco. 7 Market St. 
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Si ies 


OW 


More Than 
Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 


sistently. Every 

portant price change 
the trade is recorded 
these columns weekly. 


The 
PORTS as found 


im- 


in 
in 


MARKET RE- 


in 


HARDWARE AGE are 
the most authentic pub- 


lished. 


Use them as a buying 


guide. 











the 


Industry 


Write to your job- 
ber today for any of 
the merchandise ad- 
vertised in these 
pages. Don’t wait 
for the jobber’s 
salesman. You may 


forget. 


Speed Up 
Wheels of 














Carolinas’ Silver Anniversary Convention 


(Continued from page 44) 


session. The first talk was by D. C. 


Young who discussed Pushing Profit- | 


able Lines. He was followed by 
J. Betts Simmons on Proper Pricing 


and Ottis Green reviewed Checking Up | 


the Sales Force. Eliminating Waste 
was discussed at some length by L. G. 
Eskridge and F. C. Norris told of his 
experiences with delivery 


a Definite Credit Policy. 

Paul M. Mulliken, managing-director 
of the Illinois Retail Hardware Asso- 
ciation, presented the session summary 
in a masterly manner. Mr. Mulliken’s 
address was one of the highlights of 
the convention. 


The afternoon session had as. its 
theme, “Planning for Profit.” Modern 
Display Methods was discussed by 


L. J. Watford. Selling Electrical 
Goods was assigned to J. T. Griffith 
and Price vs. Quality was debated by 


A. C. Foscue. New Lines and Ag- 
gressive Selling were presented by 
D. L. Moyd and Wm. Dixon. The 


summary of this session was turned 
over to Herbert P. Sheets, managing 
director of N.R.H.A. who spoke at 
some length on “Planning for Profit.” 


His talk was of a practical nature | 


and both his message and his coming 
to Blowing Rock were deeply appre- 
ciated by the Carolina dealers. 


In the evening the annual banquet | 


expense. | 
The last dealer-talk was delivered by | 
J. F. Moore who advocated abiding by | 


was held in the Ball Room of the May- 
view Manor, Vice-president J. Betts 
Simmons presided and introduced Rev. 
W. H. Frazer, D. D., president, Queens 
College, Charlotte, N. C., as the speaker 
of the evening. Following the banquet 
were incidental music and dancing. 

At the last session of the Silver An- 
niversary meeting, W. N. Neff, presi- 
dent of the Virginia Retail Hardware 
Association was introduced. He spoke 
briefly on “Henry Brown, The Man.” 
Mr. Neff portrayed the various out- 
standing qualities in the character of 
this now famous retail dealer and spoke 
optimistically of Henry’s future. 

Various committee reports were then 
heard and the nominating committee's 
report accepted. H. E. Wilson, Chester- 
field, S. C., is the new president. A. C. 
Foscue, Maysville, N. C., is first vice- 
president; J. Betts Simmons, Charles- 
ton, S. C., is the second vice-president, 
and D. E. Turner, Mooresville, N. C., 
is third vice-president. Arthur R. 
Craig is again secretary-treasurer. 
| The executive committee consists of 
| the officers and L. J. Watford of Page- 
land, S. C., and retiring president J. F. 
McGimpsey. Mr. Craig, Mr. Foscue and 
Mr. Turner were elected delegates to 
| the National Congress. The officers 
were introduced and installed, after 
which the 25th annual convention was 
adjourned. 








Verified News Notes of Retail Stores 


MICHIGAN 


PortLAND—Wm. F. Wittee is opening a 
hardware store here. 

GaLespurGc—A. P. Taylor has succeeded 
Leo Lang of this place. 

DExTER—Steptoe & Arksey has succeeded 
Quish, Steptoe & Arksey of this place. 

Mason—Wm. F. Dart is conducting a new 
hardware store here. 

Munisinc—Omin Hardware Co. has pur- 
chased business of G. J. Thoney in Ish- 
peming and will move stock to Munising. 


NEBRASKA 


RANpoLtpH—Geo. O. Deines has succeeded | 


DeMore & Deines after a partnership of 
20 years. 
NEW YORK 


BrookKtyN—N. Gartenberg, 51-03 Fifth 
Avenue, has opened a store at 37-40 
Eighty-second Street, Jackson Heights, 
Long Island, N. Y. 


McDonoucu—C. E. Purdy & Son is now 
operated by Claude E. Purdy and his 
son, J. S. Purdy, as C. R. Morse has 
retired from active work. 

ILion—L. B. Brown & Co. are moving 
from 14 First Street to 37 First Street. 


NORTH CAROLINA 
Gastonta—Alfred E. Culp has bought a 
part interest in the Standard Hardware 
Co. from J. W. Culp. 
| Kinston—D. V. Dixon & Sons plan to 
move in August from 217 North Queen 
Street to Dixon Building. 





OHIO 


Evucrin—H. E. Arnold is opening a store 
at 22030 Lake Shore Boulevard. 

Mapite HeicGHuts—Weber Hardware Store 
of Stow has purchased the Acme Hard- 
ware Co. of Maple Heights. 

LoGAN—The Work Bros. hardware store 
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is planning to move to a new location | 
about July 1. | 

AsHVILLE—Ashville Hardware Co., W. E. 
Courtright, proprietor, has succeeded 
Harry E. Smith. 


OKLAHOMA 
BoisE City—Bell Motor Co. is adding a 
complete line of hardware. 
CorpeELL—W. H. Taylor, owner Cordell 
Hardware Co., is planning to move to 
North Market Street. 


OREGON 








RepMonp—Kendall Hardware Co., Inc., 
has succeeded B. A. Kendall of this city. 


PENNSYLVANIA 








FRANKLIN—H. Judson Bryer, of 1260 Lib- 
erty Street, is remodeling store building. 

PHILADELPHIA—G. P. Darrow Co., Inc., 
5623 Germantown Avenue, Germantown, 
Pa., has been reorganized as a corpora- 
tion. G. P. Darrow had been sole owner 
since 1893. 

PHILADELPHIA—Danzig & Romain are 
moving their hardware department from 
4054 Lancaster Avenue to 4047 Lancaster 
Avenue. 

PHILADELPHIA—Chas. A. Tierney is open- 
ing a retail store at 3400 Kensington 
Avenue. 

PHILADELPHIA—Harry Stern has opened a 
store at 4728 Baltimore Avenue. 


SOUTH DAKOTA 


Mapison—Madison Hardware Co., Arthur 
Rifleman, proprietor, has purchased 
Renesch Hardware Co. 


TENNESSEE 


Cettina—J. A. Howard is adding a hard- 
ware stock to his general merchandise 
store. 

KNoxvILLE—W. W. Woodruff Hardware 
Co., of 2136 Magnolia Avenue, is open- 
ing a Gay Street branch. 


TEXAS 


Fort WortH—Hodgson Bros. has moved 
to 1010 Houston Street from Denton, 
Tex. 

Bic Sprinc—Rix Furniture & Hardware 
Co. succeeds Rix Furniture & Under- 
taking Co. as the corporate name for this 
business. Undertaking business now 
known as Rix-Griffth Mortuary. Com- 
pany owns store in Lubbock, known as 
Rix Furniture Co. 

Happy—Stephenson Bros. are planning to 
move to a new location in this place. 
A.tto—Fox & Allen have succeeded to the 
business of M. J. Hogan in this place. 
SEATTLE—Queen City Hardware Co. is 
now located at 10328 Woodland Park 
Avenue, moving from 410 East Seventy- 

second Street. 


WISCONSIN 


CLEVELAND—Belitz Hardware Co. is now 
operating in this city. 








Gilbert’s No. 4809 





Gilbert’s No. 4615 Gilbert’s No. 4614 


BOOKLET “D” ILLUSTRATES GILBERT’S 
COMPLETE LINE OF BASE ALARMS— 
WRITE FOR INFORMATION AND SAMPLES 


WILLIAM L. GILBERT CLOCK CO. 


Chicago Office Main Office New York Office 
10 S. Wabash Ave. Winsted, Conn. 200 Fifth Avenue 











Whom did Daddy buy 


the electric train for 
last Christmas? 


Right now it looks like a 50-50 prop- 
osition. Dad is just about as inter- 
ested as Junior. Men never quite 
lose the romantic touch that a well 
constructed toy gives—even a gray- 
haired woman looks with interest at 
av a doll. 


But the Kids Themselves 
Are Your Best Salesmen 


Give your toy line prominence, both 
in the store and in the windows. 
Make TOYS a source of profit 
throughout the year. 





KEEP TOYS CONSTANTLY ON DISPLAY 
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S 


VACUUM 
FREEZER 


Self-Freezing 


FoMPHAsIZE in your selling the 
superior quality of ice cream 
made at home and that the self- 
freezing feature of Everybody’s 
eliminates cranking drudgery. A 
quality freezer at a reasonable 
price. 


BUY FROM YOUR JOBBER 





1140 BROADWAY, NEW YORK, N. 


: & 














The Most Complete Line 
on the Market 





CAS HEATERS 


REZNOR MANUFACTURING CO., MERCER, PA. 


ALE 























Regular Beveled 
edge. 
Socket 
Chisels. 


SCANDINAVIAN 


Butt Beveled edge. 


KNOWN QUALITY cite Goons 
SHARK BRAND CHISELS 


Manufactured by E. A. Berg 
ute, Co., Ltd., Eskilstuna, 


are made from 
the finest Swedish 
charcoal steel, sturdy 
and well made and 
craftsmen and lovers of 
good tools appreciate their 
known quality. 
Because of their reputation as de- 
pendable tools, they sell with little 
effort, which means sure profits to you. 
We carry a fall line of 
SWEDISH Made TOOLS and HARDWARE 










Order from your jobber today, or write 


WESTERN IMPORTING CO., Ltd. 


107-109 Lafayette St., New York, N. Y. 
Minneapolis, Minn. Seattle, Wash. Montreal, Can. 

















Hinged Malleable 
Pipe Vise 
A very popular item in its 
Oswego line. Made in six sizes to 


take pipe up to 4 § A vise that 
will stand the gaff. 


THE OSWEGO TOOL COPMANY 


Oswego, N. Y. 











Washington News Letter 


Country’s Retail Credit Picture as a Whole 

rs on Solid Foundation, Says 

Dr. W. C. Plummer in Preliminary Report 
for Dept. of Commerce 


By L. W. MorFett 


(Washington Bureau of HARDWARB AGE) 


HE final report of the Department of Commerce on 

retail credit will include statistics on hardware and 

many other lines. The preliminary report has just 
been issued. It covered 440 department stores, 339 automo- 
bile dealers and 1097 independent grocery stores, which did 
a combined business of more than $1,500,000,000 in 1927. 
The investigation is country-wide and was begun at the re- 
quest of the National Retail Credit Association and is being 
carried on with its active cooperation. Dr. W. C. Plummer, 
a recognized authority on credit subjects and a professor of 
economics at the University of Pennsylvania, is temporarily 
attached to the Department of Commerce for the purpose of 
directing the survey. 

In the preliminary report, Dr. Plummer pointed out that 
despite the frequent failures among retail establishments 
due to unwise credit policies, the retail credit structure of 
the country as a whole appears to be on a solid foundation. 
For many purposes, Dr. Plummer said, the results shown in 
the preliminary report may be considered to fairly represent 
the respective types of trade discussed, although for others 
it is desirable that a greater number be analyzed. 

Referring to the proportion of credit to cash sales, Dr. 
Plummer said that the available information showed that 
two-thirds of the automobile dealers’ sales, more than half 
the grocery sales, and about a third of the department store 
sales were made on a credit basis. The average bad debt 
loss reported in these three lines of retail activity was rela- 
tively low. For the department stores it was only 0.4 per 
cent on regular charge account sales and about three times 
that much, or 1.1 per cent, on installment sales. The auto- 
mobile dealers showed a situation exactly the reverse, losses 
on open accounts amounting to 0.9 per cent as compared 
with 0.4 per cent on installment sales. The grocery stores 
which did a credit business reported a loss from bad debts 
on charge accounts of 0.6 per cent. 

The widespread use of credit bureaus and the extensive 
employment of finance companies by automobile dealers were 
two outstanding facts disclosed by the credit survey to date, 
according to Dr. Plummer. Approximately 90 per cent of 
the department stores, 80 per cent of the automobile dealers 
and 70 per cent of the grocery stores reported using credit 
bureaus. Eighty-five per cent of the automobile dealers 
covered in the preliminary report stated that they used 
finance companies in handling their deferred payment ac- 
counts. Standard terms of sales, the survey showed, are 
almost universal among automobile dealers. Ninety per cent 
of these dealers require at least one-third down payment and 
more than 80 per cent limit the life of the installment account 
to 12 months or less. That installment selling is increasing 
among department stores is indicated by the returns re- 
ceived. These showed that between 1925 and 1927 install- 
ment sales increased more than 15 per cent as compared 
with 6.7 per cent for open credit sales and 0.2 per cent for 
cash sales. Installment sales, however, represent only 6 per 
cent of the total volume of business. The survey disclosed 
that department stores have a perplexing problem in con- 
nection with returned merchand‘se. Those which are 
































analyzed in the preliminary report showed returns and 
allowances on cash sales of 21 per cent on open credit sales, 
12 per cent on installment sales, and 6.8 per cent on cash 
sales. The highest percentage of returns and allowances 
was reported by establishments having annual business run- 
ning from $1,000,000 to $10,000,000; these reporting more 
than 25 per cent. 


The Federal Trade Commission has reported that sched- 
ules in connection with its study of the competitive condi- 
tions and consolidations among chain store organizations 
are being returned in a fairly satisfactory manner. This 
guarded statement is taken to indicate that the commission 
is not receiving as much cooperation from some units as it 
had hoped for, and it is claimed that wholesalers have been 
rather reluctant about filling out and returning question- 
naires. On the other hand, the Commission said a number 
of schedules designed especially for the chain store organiza- 
tions have been returned, including a number of the more 
important companies. The cooperation of chain stores is 
understood to be satisfactory. Follow-up letters to the num- 
ber of 6500 were mailed to wholesale dealers in May, in an 
effort to get a more complete response to schedules sent to 
them. 

The price study of the Commission in connection with re- 
sale price maintenance is now well under way and shortly 
field work will begin. A few commodities will be selected with 
a view to determine actual business results of dealing in trade 
marked goods with respect to price maintenance. The first 
part of the resale price maintenance inquiry dealt with the 
general, legal and economic aspects of price maintenance and 
the opinions of the various groups interested in this matter. 

printed report is available showing the information ob- 
gained. The report showed that a majority of the manufac- 
turers, wholesalers and independent retailers who replied to 
questionnaires favored resale price maintenance. The con- 
sumers replying were strongly opposed to the system, as 
were chain stores. Representative M. Clyde Kelly of 
Pennsylvania, who, with Senator Arthur Capper of Kansas, 
is author of the Kelly-Capper price standardization bill, has 
said that criticism of resale price maintenance is. as illogical 
as that of the orator who thanked God he was an atheist. 


Applications for complaints against persons or organiza- 
tions alleged to be practising unfair methods of competition 
totaled 802, June 1, the largest number on fite with the 
Federal Trade Commission since September, 1925. The 
previous high number was 739, on May 1. Seven trade 
practice conferences were conducted in May, while eight 
others will have been held by June 30. 


The pressing need for reform in the merchandise dis- 
tribution system was pointed out by Dr. Julius Klein, As- 
sistant Secretary of Commerce, in a recent address. Ac- 
cording to Domestic Commerce, Dr. Klein mentioned among 
the wasteful practices excessive expenditures in sales pro- 
motive effort without adequate information as to prospects 
in a given market; unwise credit methods; unfair trade 
practices of a small minority; insufficient data as to national 
stocks of goods; disorderly marketing; careless and in- 
judicious procedure in retail trade; unsystematic warehouse- 
ing; extravagant delivery services; ill judged advertising, 
and unwise installment methods. The possibility was men- 
tioned of saving from $200,000,000 to $500,000,000 by more 
economical handling methods, as in the more general use of 
skid platforms. 
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Do YOU Need 
Sales 


Representation? 


Due to closing down of one of our 
principal lines we are now open for 
an additional connection. 

We have been contacting and sell- 
ing hardware jobbers exclusively 
since 1871. 

We invite correspondence from new 
or old manufacturers. 

We cover the Central and Eastern 
states and have mail order connec- 
tions with every important hard- 
ware jobber in the United States. 


Wm. Pickett Son & Co. 
119 S. Jefferson St., Chicago, Ill. 
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And they are Better Nails! 








90% to 60% More Nails | 
To the Keg—At the Same Price | 
| 
One Jobber after another is getting rid of his stocks 
of the old, clumsy cast-lead-head nails, and’ concen- 


trating on Dickson Cold-Pressed Lead-Head Nails. 
The old way was to pour molten lead into a mould 
surrounding the nail-head. 

The Dickson way is to force cold lead under 2 tons pressure into 
steel dies in which the nail-leads are accurately centered. 

This forms not merely a lead ‘‘washer’’ under the head, but 
completely covers the head, top, sides and bottom of the nail with 
highly compressed lead; only pure lead can be used in our process 

Because of their neat, trim shape Dickson compressed Lead Head 
nails, 1% in. size run 90 to the pound, while cast-lead nails sre 
so bulky that they pack only 56 to 58 to the pound 

The Dickson Nail drives easier and cannot be over-driven 

Easier to handle, less weight to carry. 

The Head stays on insuring a perfect seal 
of the nail hole. 

Made in the following sizes—all No. 10 
gauge Bright or Galvanized 144”, 1%”, 2”, 
2%". 

Write for names of nearby Jobbers carrying 
the line. Ask for our circular and prices. 














Dickson Weatherprcof 
Nail Co. 


1013 Church St. 
Evanston, III. 
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A casement operator for the 
narrowest stools. Not a frac- 
tional inch of space is wasted 
in the design of the “Rixson 
94.” Yet within its small case 
is a mechanism that opens or 
closes a hinged outswinging 
window in 3'% turns of the 
handle —locks automatically 
and can’t be budged except by 
the handle—does not disturb 
fly screens — and _ operates 
smoothly through years of use. 
You can sell the “94” because 
it is in a class by itse f. 


Write for details or 
refer to 
Sweet's Catalog 


THE OSCAR C, RIXSON COMPANY 


4450 Carroll Avenue Chicago, Il. 


New York Office: 101 Park Ave., N. Y. C. 
Philadelphia Atlanta New Orleans Los Angeles Winnipeg 


9 > 


~. 


Builders’ Hardware 


Overhead Door Checks Casement Operators & Hinges 
Floor Checks, Single Acting Concealed Transom Operators 
Floor Checks, Double Acting Adjustable Ball Hinges 
Ol've Knuckle Hinges Butts, Pivots and Bolts 
Friction Hinges Door Stays and Ho'ders 














































You Can Stake Your Reputation 
on 
Rixson Hardware 












Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConvenTion, Atlantic City, N. J., Oct. 21, 22, 23, 24, 
1929. Hotel headquarters, Marlborough-Blenheim. 
Charles F. Rockwell, secretary, 342 Madison Ave., New 
York City. 

MINNESOTA Retait HARDWARE ASSOCIATION CON- 
VENTION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis. 

Missourr Retart HARDWARE ASSOCIATION CONVEN- 
TION AND Exursition, New Hotel Jefferson, St. Louis, 
Jan. 28, 29, 30, 1930. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

NATIONAL HARDWARE ASSOCIATION OF THE. UNITED 
StaTEsS ConvENTION, Atlantic City, N. J., Oct. 21, 22, 
23, 24, 1929. Hotel headquarters, Marlborough-Blen- 
heim, George A. Fernley, secretary-treasurer, 505 Arch 
St., Philadelphia, Pa. 

Tuirp ANNUAL NATIONAL House FurRNISHING Ex- 
HIBiIT, Chicago, Ill., Jan. 19 to 29, inclusive, 1930. 
Headquarters, Palmer House. Warren Edwards, sec- 
retary, 105 West Adams St., Chicago, IIl. 

NATIONAL Retail HaArpware AsSOcIATION Con- 
Gress, Oklahoma City, Okla., June 24, 25, 26, 27, 28, 
1929. H. P. Sheets, managing director 915-935 Meyer- 
Kiser Bank Bldg. Indianapolis. 

TERCENTENARY CONVENTION AND EXHIBIT OF THE 
New EnGLanp HARDWARE DEALERS ASSOCIATION, Me- 
chanics Building, Boston, Mass., Feb. 20, 21, 22, 1930. 
lfeadquarters, Hotel Statler. George A. Fiel, secretary, 
80 Federal St., 9, Boston, Mass. 

Soutn Dakota Retar HarpwarE ASSOCIATION 
CONVENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis, 
Minn. 

Texas HARDWARE JopBerRs AssOCcIATION CONVEN- 
r10N, Galveston, July 12, 13, 1929. Headquarters, 
Buccaneer Hotel. LeRoy B. Everett, secretary-treas- 
urer, Post Office Box 117, Houston. 


Reciprocating Competitors Welcomed at 
Bridgeport Plant 


CCORDING to the Metropolitan Life Insurance 
Company’s Bulletin, “Better Production Methods 
Through Research,” the Bullard Machine Tool Company 
of Bridgeport, Conn., has announced a willingness to 
disclose all its operations to competitors, if they, in turn 
will forward the progress of industry by reciprocating. 
The Bullard Company maintains that individual and 
progressive leadership is not attained through copying 
others but by discovering, through observation, elements 
which represent an improvement and using individual 
ingenuity to incorporate such elements into new devel- 
opments at the home factory. 
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Screens ajar at every puff of wind . . slapping 

_ noisily - letting in flies and insects = 
insecurely shut by an old fashioned spring or an 
inefficient closer . . . count the hundreds of these 
in your town. . 


-- the 


| 
| 














to big screen door 








check profits ! 


No more noise, no rebounds, no cracks—with 
screens ROSE check equipped. Snaps door back 
with amazing speed—checks a moment, then 
closes it silently, tight! Most powerful, durable 

pneumatic screen door check ever offered at 

$2: Just what your customers want! With 
ROSE they can check every door, for the price 
of one big: expensive closer. You make extra 
sales, bigger turnover, more profit! Homes, 
apartments, stores, offices, sick rooms—all need 
checks, now! Feature the ROSE. Get these easy 


sales. 
Handy Demonstrator, FREE 
Successful, proven sales catcher. (FREE with doz. 


order) Regular ROSE check mounted on hinged miniature 
door. Shows how easy to attach and adjust. Can be 
fitted inside or out—handles any sereen or light door, left 
or right hinged. Beautifully finished gold lacquer barrel. 
Write for yours! 
Order Stock from Jobber 
Make money now on ROSE checks. Write for demon- 
strator and new sales plan. Your market is wide—ROSE 
check an amazing value. Cash in. Have your jobber 


ship you a stock, now! 


FRANK ROSE MFG. COMPANY 
Hastings, Nebr. 











POSITIVE 
CLOSING | 








Show 
this 
leader 









The Cheney NAILER will top your 
list of “best sellers” because every 
man wants one of these finely made 
hammers with a handy nail-holding 
device. 

} You have only to display the 
Cheney NAILER in your store. 
Your customers will do the rest. 
Men instantly recognize in the 
NAILER the hammer they have 
always wanted—a good hammer 
that will really hold nails of any 
size until they are set with a single 


Every Cheney Curved 
Claw Hammer of 16 oz. 
and up is a NAILER 
carrying the nail- 
holding feature at no 
extra cost. e 
Cheney NAILER is of- 
fered exclusively to 
the hardware trade. 
It cannot be purchased 
in chain stores. 


blow, one-handed. 

Many dealers say they sell more 
Cheney NAILERS than all other 
makes of hammers put together. 
You should take advantage of the 
increasing demand for these re- 
markable hammers. Your jobber 
will supply you. 


Vatler 


PRENTISS VISE COMPANY 
106-110 LAFAYETTE ST. NEW YORK CITY 


2925 
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WOOD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
G. M. Baird & Co., Memphis, Tenn. 


Get ALL the 
PROFIT the 


Kester Line 


Holds for You 





If you are not handling the entire Kester line 
—five solders; one for every need—you are 
not collecting all the profit that is being 
earned for you. 
A solder for every need. The flux is right 
in the core of the solder. Only heat is needed. 
Order today KESTER SOLDER COMPANY 
from your 4205 Wrightwood Ave., Chicago, III. 
jobber. Formerly Chicago Solder Company—Kstablished 1899 


KESTER. SOLDER 














Multiplying 
a Good Thing 


After you have read 
Hardware Age what do 
you do with it? Why 
not let others in on the 
good thing? If you are 
a store executive it will 
help your business as a 
whole. If you are a 
buyer it will help your 
department. 


239 W. 39th St. 
Hardware Age New York City 




















RUSH-NU COMPANY , 


) BALTIMORE MARYLAND \ 








Holds Any Blade at Any Angle 


The vise like jaws hold blade rigid. 
Additional blades may be carried in 
the magazine agen 


Mart All fect 


RAZOR BLADE HOLDER 
Sells for 25c 
Write for wholesale price 
Sales Representatives 
JOHN H. GRAHAM & CO., Inc. 
113 Chambers St., New York’ 


un =-YOOS-> 00. New Haven, Conn. 
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Combination 


No. 3693 
Tumbler and Soap Holder 
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| "ae The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


WIRE CLOTH, NETTING and FENCING 
Galvanized Stee! Wire Cloth in al} Meshes and Gauges 


New York City Georgetown, Conn Kansac Cty 
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There's a RwWOSP Bath Room Fixture for 
every need and the dealer who gives these 
fixtures a worthy display is sure to increase 
his sales. 


Original and beautiful designs, a most 
pleasing Bright Nickel Plate finish, and a 
body of SOLID BRASS which will never 
get even on “speaking terms” with corrosion 
are why they SELL and give permanent 
satisfaction to every customer. 


We also manufacture Furniture Trimmings. 
Upholsterers’ Nails, Eyelets, Grommets and 
Washers. 


Send for latest catalog and price list. 


AMERICAN RING COMPANY 
Waterbury Connecticut 


Branch Offices: 
Boston—170 Summer St. New York—2 Hudson St. 
San Francisco—!16 New Montgomery St. 
Chicago—29 E. Madison St. 


ELESESESE SETS SSS SSESET FF EFS SG SPSS SS 
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Just Tacks and Small Nails 


After purchasing small items such 
as tacks and small nails, folks are 
inclined to forget where they got 
them. 


But the full weight, good quality 
of Atlas tacks, always impresses 
them favorably. 


And to help them remember where 
they got 


ATLAS 


Tacks and Small Nails 


we print this reminder on every 
package—“When you get a good 
thing, remember where you got it.” 


It helps, at least customers always 
remember the quality of Atlas 
tacks, as well as the store where 
they bought them. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 


Fat tt} 
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370 ATLANTIC AVE,, 





THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


RUBBER GOODS AND SPECIALTIES 2 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 





BOSTON, MASS. 
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JUST A REMINDER 


Have you sent for your copy of the new Millers 
Falls Hand Tool Catalog? 

Illustrating and describing the new line of Planes 
as well as the balance of the twelve major tool 
lines, this valuable book should have a permanent 
place on your desk. 


MILLERS FALLS COMPANY 


Millers Falls, Mass. 
New York: 28 Warren St. Chicago: 9 So. Clinton St. 








“RUSH!” 


Certainly, practically all of our 
orders are shipped within 24 


TRADE 
hours. We take ample time, 
however, to make B. & C. Ad- 
justable “S” Wrenches right in 
every way before shipment. 


BEMIS & CALL CO., Springfield, Mass. 














AYERS ‘rine’ 
WSTORELADDERS 


MODERNIZE STORE METHODS 


To provide Ce pagens storage facilities for shelf stock—to 
rH make it for clerks and stock men 
to handle with absolu te safety—to insure quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Deep tread steps, full length hand grips. rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tlon and eelee and produce a ladder of ample ao for 
safety, convenience and efficiency. One style 
design—attractively finished—any height —easity” ‘Game 
meets most requirements. Circular on reques 


mE FE. MYERS & BRO.co. 


- ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 







































A praectieal 

transit that’s 
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Divot Bearing 


FAULTLESS CASTER COMPANY 


EVANSVILLE. INDIANA. 


Canadian Factory: Stratford, Ontario 
































to the nearest office 
TECHNICAL GLASS COine 


2050 E48 St. Los Angeles 
296 Broadway NewYork 


When you sell 


Superior 
Brand 
Hardware 


Cloth 


you have the assur- 
ance that it will 
satisfy your trade. 
It is the quality 
product of the in- 
dustry. 





























Standard size wire, 
always evenly 
woven, free from 
bags and _ bulges, 
straight selvage, 
heavily galvanized. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 
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The “Ajax” 


REVERSIBLE BEVELED SIDE PLATES 








TYPE 3001 


Construction and appearance are strong selling 
points for dealers who stock “Ajax” Spring Pivot 
Hinges. 

The “Ajax” is made of high grade material and 
has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
vice, hardened steel roller bearing for piston and 
ball-bearings for carrying the weight of the door. 

The reversible beveled side plates present a 
pleasing and neat appearance when applied to the 
door. 

Send for Catalogue No. H 42 


~-(CHICAGO)— 
SPRING HINGES 


Chicago Spring Hinge Company, 
CHICAGO NEW YORK 
U. S.A. 


Sa 
Ow 0 ath 



























FXTRAORDINARY 
4 SALES APPEAL 


Fairmount No. 555 
Wrench Set with Holder 


Order by Number from 
Your Jobber 


From a sales standpoint a wrench set is no better 
than its holder, for the holder in most cases is the 
thing which makes the sale. 

The new Fairmount No. 555 Wrench Set is incased 
in the most attractive and handiest holder yet devised. 
It appeals instantly to those who see it displayed be- 
cause it is readily recognized as possessing out-of-the- 
ordinary utility. 

Order a stock now and see for yourself how this 
unique package will increase your wrench sales and 
profits. 


FAIRMOUNT 


TOOL € FORGING Co. 


| FAYRMOUNT TOOLS GIVE SERVICE AND SATISFACTION | 








1061! QUINCY AVE CLEVELAND, OHIO 
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In line with another of our 
Policies — Service 
We announce the opening of 
our CHICAGO OFFICE, 
231 West Lake Street, 
about July Ist. 


Greene Tweed Corp. 


9 Liberty St., Newark, N. J. 9 


0 


Better Hardware in Brass and Bronze 


WALWORTH 


Walworth Company, General Sales Offices: 
51 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, III.; 
Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 


Walworth Company, Limited, 620 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 











CP ONSTRUCTION 


the new SNELL Construction Bit 


stiffer, stronger, tougher 


Built to withstand the everlasting drive of power 
drilling—Snell Bits stand the gaff—Snell designing 
and metal does it 

Write today fer catalog. 





SNELL MANUFACTURING COMPANY 
FISKDALE, MASS. 
Sales Representatives: John H. Graham & Co. 
bers St.. Ne Ci 














When you hear a dealer say “I carry 
the finest bicycles and velocipedes 
that are made” you are listening to 


one of our agents. 


IVER JOHNSON’S 


ARMS & CYCLE WORKS 


Fitchburg, Mass. 


New York 
151 Chambers St. 


Francisco 


Chicago San 
108 W. Lake St. 717 Market St. 





RITE for Water 

System Catalog K 
wvlalehe gives complete 
information on 
Deming Shallow and 
Deep Well Water 
Systems for practical- 
ly all requirements. 


THE DEMING CoO. 
Salem, Ohio :: Est. 1880 


DEMmunNg 


PUMPS 


FIGURE 1062 
Deming Oil-Rite Deep Well 
Water Systems. Made in 6, 
10, 14 and 18" strokes. 


me ey 
t 


in chain 


There is an ACCO Chain for 
every industrial, farm and home 
purpose—in bulk or made into 
specialties. Concentrate on this 
profitable quality line. Made by 
the world’s largest manufacturer 
of welded and weldless chain. 


AMERICAN CHAIN COMPANY, Ine. 
Bridgeport, Connecticut 








lof 


THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohie 











e The symbol of quality 





MA S 


REAL METAL Solder 
4 in Paste Form— = 
¢ Packed in 


| | ' . Greatest Soldering Convenience 


-, Ever Invented. 

mr : Every Electrical Connection 
I >dilW>-omtet or Intricate Job Needs ~ 
| | : . SOLDERALL. 


AA THE SOLDERALL CO..Newark,N.J. 


Results Guaranteed Equal to Wire or Bar So 
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ROLLING LADDERS 


like Allith hangers—are always 
on the track. They speed up sales 
by reducing the time needed for 
each sale. They are attractive, 
durable, roll quietly and run free- 
ly. Your post card will bring 
prices and information by first 
mail. 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 











Simplex 
crew Jacks 


Sell on Sight! 


Their Visible Screw, Stability, 
Workmanship &DucoColoring “2: 
Sim plex Lever Jacks, 


Create Sales Appeal 


Templeton, Kenly & Co. and Trench Braces 
Chicago, IIL, U.S.A. a eos 





Give Them PHENIX QUALITY 


In Storm Sash and 
Screen Hangers and Fasteners 

Phenix Storm Sash Hangers and 
Fasteners are simplest, handiest, eas- 
iest applied, most 
efficient—that's why 
they sell best. New 
improvements put 
them in ae class 
of theirown. Write 
to-day for Catalog 
showing full 
Phenix line. 
Samples free. 








Sold by all leading 
jobbers. 





No. 115 Fastener 


PHENIX MFG. CO., 032 Center St., Milwaukee, Wis. 











Style B 


CAROLUS CUTTERS 


The Style B is the reguiar Bolt Cutter with the added 
End Cut making a Z 1m 1 Tool. Carolus also offers Style N, 
Straight and Lnd Cut with Nut Splitter. Steel Plates hold 
Jaws rigid. Made 1 SIX SIZES and THREE STYLES. 
Buy the Best. These Tools are Time Savers. 

If your jobber cannot supply you, write us direct for Litera- 
ture and Prices. 


CAROLUS MFG. CO. Sterling, III. 
Sales Represensatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 








Solid Pipe Dies 





ARMSTRONG BROS. 





These dies excel in easy cut- 
ting, long lasting qualities. 
They are of radically improved 
design and superior in work- 


manship and material. The 
Vanadium Tool Steel Chasers 
are cast-welded solidly into 
the body by our special process. 


Fit all standard stocks 





|. Free Cutting Rake 3. Ample Chip Clear- 


‘ ance 
2. Solid Support Be- 4. Relieved Cutters 
hind Cutter (Backed off) 


Write for Catalog P-10 















a formation furnishel withont ob: 767 Bryant St, Montpelier, Ohio 
he Too older People Hgation upon receipt of your New York Office, 20 Vesey St. 
314 N. Francisco Ave. Chicago, U. S. A. inquiry or spec‘ fications Suite 500 T1-A 


Summer Displays 


will bring you real profits 





Make your warm weather sales 
reach new heights by resolving to 
install Heller Double-Duty Dis- 
play Tables now. No trouble to 
install; no interruption in service. 
We can fill your orders for mod- 
ern business building store equip- 
ment immediately. Why wait? 





a 


Business H 
Building Equipment 


Complete manufacturers of equip- W. Cc Heller & Company 








Known and Trusted 
for their unfailing 
accuracy— 

IBS 


BROWN & SHARPE 
ele) A 


‘World's Standard of Accuracy” 





ye 
SVU LO) OO) 54 DYN C} SRO) 58.43 
BOSTON, MASS. 


Nate) = OO). 9D 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord’’ 
OTHER BRAIDED CORDS * COTTON TWINES 


Send for catalogue, samples and selling information 
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lassified Opportunities 








Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Opportunity Exchange Section 





BOXED DISPLAY RATES 
B Onde 20.2. cccccescesvecccc ces. OO 
Each additional inch... 


Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements and replies to 








| 
| 
Classified Advertising Rates 
| 


Bet Soli lines. . 
Lisanti “a 
All Capitals, Minimum of 5 mnen. « 4.00 
Each additional line........... 40 
Average 10 words to a line 
Allow One Line for Keyed Address 





Remittance Must Accompany Order 


Samples of merchandise, literature, a. etc., Ln gpg Te gece ore — er reforwarding postage should not 
be addressed to 


Hardware Age, Classified ——- 
tunities, 239 West 39th St., New 


Discounts for Classified Advertising York City 
4 insertions, 10% “¢ 8 insertions, 15% 
oe 





Harpware Ace is published each Thursday. 


Forms close Nine Days previous to date ef 
publication. 











BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








90 Year Old Hardware Business 


FOR SALE 


As a Going, Prosperous Concern 


Reason: To settle a partnership. 


Business: Wholesale Hardware—Mill Supplies—Paints 
—Chemicals—Builders Hardware, etc. 
Also a new Retail Department laid out on most 
modern lines. 


Location: Harrisburg—“The Heart of Distribution” 
with overnight freight deliveries to all points in 
Central and Southern Pennsylvania. 


Act Quickly: The property and building are rented to 
others and must be vacated immediately. 


Condition: The stocks are new and clean and represent 
many agencies and territorial franchises. The busi- 
ness bears the highest reputation for honesty and 
progressiveness and has been continually prosperous 
for 90 years. The largest and best known distribu- 
tor of hardware and mill supplies in Central Penn- 
sylvania. 


For Sale: The stock, furniture and fixtures (new), ma- 
chinery, office appliances—good will and complete 
records of all sorts. Use of Gilbert name under 
certain conditions. 


HENRY GILBERT & SON 
400 S. Second St., 


Apply in person to the partners (not through brokers) 


Harrisburg, Pa. 

















FOR SALE—New York City. Hardware housefurnishing auto sup 
plies store. Best location. Good clean stock. Store established over 
40 years. Heller fixtures. Owner forced to sell on account of poor 
health. Quick action required. SOL ORSOLEK, INC., 849 Asncterdam 
Ave., New York City. 





HARDWARE business in Trenton for sale. Established many vears 
Good corner. Will sell stock at inventory which will approximate $10,000. 
Also living quarters of five rooms and bath. Satisfactory lease on this 
corner store and dwelling can be arranged. Address S. R. BLOCK, 
Trenton, N. 





STORES FOR RENT—Merrick Road and Broadway, Amityville, Long 
Island. Modern store suitable for hardware. Ready for occupancy about 
July 15. Large free parking space available. High grade localitv: 25.000 
population within 3-miles radius. Rent reasonable. BOHACK REALTY 
CORPORATION, 1977 Metropolitan Ave., Brooklyn, N. Y. Telephone 
Stagg 6500. 





FOR SALE—Retail Hardware Store. Situated in Western New York 
Stock inventories about $14,000. Building for sale to settle estate, Ad 
dress Box I-414, care of Harpware Acz, New York. 





HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK )}) 
STATE 


MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 


112 W. 42nd Street Bryant 7374-5-6 














HARDWARE man with executive experience desires location where 
an interest in the business may be purcmaced or where the owner wishes 
to retire from active management. Will also consider the purchase of 
entire business. Address Box I-417, care of Hardware Age, N. Y. 





EXPERIENCED Builders’. Hardware Man—Estimator, Detail man, 
salesman, executive ability. Thoroughly experienced in new construction 
work. Will develop builders’ hardware department. Location anywhere 
acceptable. Address Box I-424, care of HarpwAre Ace, New York. 


SALES ACCOUNTS WANTED 


SALESMAN wants lines or articles to sell on commission. Within 
parcel post zones one and two delivery prepaid. Well known to the trade 
with six years experience calling on hardware and variety stores in Chi- 
cago and suburbs. Address Box I-425, care of Harpware AGE, ‘New York. 


PACIFIC COAST SALESMAN now calling on jobbers and Large 
Retailers: in California, Oregon, Washington and Utah. Wants side line 
commission basis. Address P. O. Box 1458, San Francisco, Cal. 


SALES REPRESENTATIVES WANTED 


Manufacturer with established —— wants salesmen calling regu- 
larly on retail hardware dealers to handle highest quality Sarre stone 
assortment as side line on —_ basis. Dealer makes 100% profit 
on small investment. The kind of goods that sell readily and repeat 
! iheral commission. Carry one small sample. Address Box 1-383, care of 
Harpware Acz, New York. 


WANTED representatives to travel all or any of following states, Penn- 
sylvania. New Jersey, Maryland, Virginia, Georgia, Alabama, Florida, 
with good following among hardware and paint stores to sell on commission 
to that trade, namely sandpaper, emery cloth, etc., of large well established 
manufacturer. State lines now handling also your qualifications for able 
representation and ultimate results. Address Box I-421, care of HARDWARE 
AGE New York. 























MANUFACTURERS REPRESENTATIVE WANTED—Old estab- 
lished manufacturer of hardware and radio specialties has opening for 
commission representative in Arkansas, Oklahoma and Texas territory. 
Reply should contain references and details of present lines. Address 
Box 1-423, care of { Harow ARE AGE, New York. 





WE MANUFACTURE an perseram line of fine builders’ hardware 


trim that sells readily to contract hardware houses. We are looking for 
several commission men that have a following and the experience to put 
same across. Write fully, giving your experience and cities covered 


Address Box I-422, care of HArpwAre Ace, New York. 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 


| 


SALES REPRESENTATIVES WANTED 





SALESMAN, COVERING NEW YORK AND NEW JERSEY, call- 
ing on stove and hardware dealers to sell on a straight commission, a 
manufactured line of Globe stoves, wood and laundry, water fronts, stove 
castings, cesspools -_= hoppers, clean cut doors, water heaters, quoits 
and a large naar other articles that we manufacture. We have 
quite a number of mA established accounts. Prefer a man with stove 
experience and must furnish reference. Address Box I-402, care of 
Harpware Acg, New York. 





SALESMEN—calling upon well rated hardware dealers. We manu- 
facture a staple line of tools and our new sales proposition appeals to the 
independent retail dealers. Advise territory covered and lines you_ are 
now representing. Liberal commission. Address Box I-419, care of Hard- 
ware Age, 4 





ROPE SALESMEN WANTED in all territories—100 per cent pure 
Manila rope 17c. Ib. basis. Fast selling side line, five per cent commis- 
sion. UNITED FIBRE COMPANY, 62 South Street, New York City 
(Foot of Wall St., and East River). 


SALES REPRESENTATIVE WANTED—Commission Salesman in each 
state calling on retail hardware trade to sell a high grade line of small 
tools. Address Box I-416, care of Hardware Age, N. Y. C. 





SALESMEN from Coast to Coast calling on Retail Hardware, Sporting 


Goods, Variety and Department stores to sell as side line, the most at- 
tractive oad popular — DOG BLANKET ever offered. No compe- 
tition, EA SEI Liberal Commission, pocket sample outfit. 


| Howard Clarke & Co., 73 W. Jackson Bivd., Chicago, Ill. 


WE NEED SEVERAL NEW REPRESENTATIVES calling on retail 
| dealers to handle our line of hardware specialties on a 15 per cent commis- 
| sion basis. Preference given those men working small territories inten- 
| sively. Give all details in first letter. Address Box 1-387, care of 

Harpware Ace, New York 





WANTED SALES REPRESENTATIVE—Desirable item for Hardware 
Jobber Salesmen. Write stating territory covered and experience. Address 
Box 1-415, care of Hardware Age, N S 





COMMISSION SALESMEN IN EACH STATE for manufacturer ot 
aand tools and hardware specialties. Advise territory covered and houses 
epresented. Address Box H-638, care of Harpware Acr, New York City 








the dealer-reader. 


successful selling methods. 





Many Sales Helps for the 
Live Hardware Dealer 


Manufacturers recognize the dominant selling power of 
the Hardware Age family of readers who do the great bulk 
of the business in the hardware field. 


This recognition is reflected in the advertising of these 
manufacturers in Hardware Age which, because of its vol- 


ume, diversity and high quality, has great business value for 


Get into the habit of reading carefully the manufacturers 
sales messages contained in the advertising pages. They will 


give you many valuable ideas on salable merchandise and 
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No. 201 Night Latch 


Dealers can now get immediate delivery 
of this popular night latch from all of 
our factory branches. 


i INDEPENDENT IOCKCO,@> 


FITCHBURG, MASS., U. S. A. 
os ee ee oe 


528 Commerce Street 121 3nd Street 406 Wall Street 
Philadelphia, Pa. San Francisco, Cal. Los Angeles, Cal. 


414 No. Gay 8t., Baltimore, Md. 











Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handied by the Hardware Wholesalers. 

For examp_e, on pages 7 to 79 it indicates by the key 
number 40 which hardware wholesalers handie paints 
and varnishes. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail] hardware trade of the U. S 


. CONTENTS 

Wholesale Hardware Houses in U. S. Canada and Foreign. 

Retail Hardware Stores in U. S., Canada and Foreign. 

Chain Hardware Stores in United States and Cana 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware. 

Department Stores carrying hardware and housefurnishings. 

Manufacturers’ Agents in U. S., Canada and Foreign. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

a Order Houses handling hardware and housefurnishings 

Woodenvare and Willow-ware Wholesalers. 

Paint, Oi] and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen's calls: Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these al] appear in the 
current edition. 


It really is 16 directories in one. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th Se. New York, N. Y. 

















suis: Tr you are one of 


| prot: Packed the fortunate dealers 


Y gross sets: 


Mersey who have a DOMES 
awe? of SILENCE Dis- 
play Cabinet, keep it 

on your counter 

working for you. It 

pays good dividends 

on the small space it 


occupies. 


DOMES of SILENCE 


If your Jobber 
cannot supply 
you—write 
us direct. 

We also make all , 
grades of Sliding 
Casters, Pin 
Slides, Felt Slides, 
etc. 


DOMES of SILENCE, Inc. 
21 Pearl St., New York City 














Sell Them 
by the set 


Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 


It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing leo, ot ete. Try it 

Forstner Bits are the only bits that are not dependent on a center or « 
—_ to guide them. They cut from the outer rim. The entire surface is 

t work all the time, no jagged ends; every part of the work is smooth and 

They bore their way through hard, knotty, cross grained wood, 

leaving a smooth hole and clean, polished surface. 


Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 


TORRINGTON, CONN., U. S. A. 
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A WONDERFUL SETTING FOR 
A LAWN FENCE SALES TALK! 





Going home this evening, you will see several home owners sprinkling their 

lawns and shrubs. How congenial they will be when you compliment their 

beautiful grass, flowers, etc. Then suggest the pity of leaving all this beauty 

unprotected after nursing it to maturity, when Cyclone Lawn Fence not only 

gives complete protection but also adds to the landscape effect. You might 

also add “It would be a good idea to install Cyclone Lawn Fence before go- ‘ wSL: 

ing on vacation, so your lawn will be guarded while you are gone.” ! mM 
| Aa 

Such seasonal suggestions have a surprising effect in building lawn fence sales 

and help avert a summer slump. Be prepared to sell homeowners the fence 

they want—Cyclone “Red Tag” Lawn Fence—America’s 

standard property protection for years. 


Cyclone “Complete Fence” will also help you keep up summer 

sales. It is furnished complete with fabric, posts, fittings, 

galvanized steel framework and gates. Estimates supplied 
covering materials only or complete erection service. Write They look for the 


“Red Tag,” th 
for catalog. Mark of Quality 


CYCLONE “RED TAG” Wed «nd” 
lo lone 7°79 
Another Cyclone product that’s easy to sell 





because it carries the prestige of the well- REG.U.S.PAT. OFF. 
known “Red Tag” label. Standard Cyclone 


quality. Galvanized or painted black. 100 
lineal feet to the roll. ence ox? a. 2% 


Cyclone Fence Company 


General Offices: WAUKEGAN, ILL. Branch Offices in All Principal Cities Ut yt sim 

Pacific Coast Division: Standard Fence Company, Oakland, Calif. a4) oF | 2 
Shae ~ : SUBSIDIARY OF ’ #3 j = 
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Quality Products PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: — \_ Dependable Service 




















AMERICAN BRIDGE COMPANY CARNEGIE STEEL COMPANY ILLINOIS STEEL COMPANY THE LORAIN STEEL COMPANY 

AMERICAN SHEET AND TIN PLATE COMPANY CYCLONE FENCE COMPANY MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & R. R. COMPANY 

AMERICAN STEEL AND WIRE COMPANY FEDERAL SHIPBUILDING AND Dry Dock COMPANY NATIONAL TUBE COMPANY UNIVERSAL PORTLAND CEMENT COMPANY 
Pacific Coast Distributors—United States Steel Products Company, San Francisco, Los Angeles, Portland, Seattle, Honolulu. Z.xfort Distributors— United States Steel Products Company, New York City 
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N o need of paint sales dropping 





when the temperature rises! 


ERE’S the prescription that will keep your sales 
& temperature normal right through the Summer 


months . .. make your paint stocks immune to the 


“sluggish turnover” germ. 


A little more display pressure is the trick. Not a 
lot of extra work on your part ... merely making 
the BEST of a display opportunity that doesn’t ask 
your assistance once you've set the stage. And that 
is e-a-s-y! 

One hour’s work with a spare table and the Valspar 
products and you have an “island” display that never 
stops selling. Suggestion does it ... attractive 


arrangement of cans ... plainly marked prices... 


products placed where customers can see and touch 
the merchandise. 

PLUS the 7-card Valspar Window Display, in the 
midst of a timely window arrangement, which at- 
tracts customers by the dramatic forcefulness of 
its message. 

Utilization of these silent salesmen, the interesting 
4-page Letters—Booklets— Stuffers and Color Cards 
will keep Valspar sales up-to-snuff right around the 


calendar. 


Keep your paint profits from stealing their pro- 


verbial summer nap. 


VALENTINE’S 


ALSPAR 
FINISHES 


WATERPROOF — WEARPROOF — WEATHERPROOF 


VALENTINE & COMPANY 


Above: Anattractivelayout foran 

“island” display. Right: A window 

arrangement with a dramatic, 
forceful message. 


386 Fourth Avenue 
New York, N. Y. 














